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Radio history is being written (June 19) as Regional Radio 
WOW, Omaha, proudly becomes a basic CBS Radio affiliate. 

It's the biggest news in midwest radio since WOW was granted 
590 kilocycles, 30 years ago! 

Advertisers may now buy in station-created shows (which beat 
all competitors two to one!* ) and get the NEW PLUS of association 
with the star-studded top-rated CBS network shows . . and . . 

Both on 590kc, 5000w — facilities which deliver a high-fidelity, 
strong, signal 200 miles in all directions from Omaha. 

This "7-Plus" Formula: 



iz: 



'OW + CBS + 590kc + a 750,000 radio- f am 
area + a quality market 4~ realistic, low rates ' top 
station programing . . . 

makes WOW Radio a MUST BASIC BUY for every 
national schedule! 
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the wrong, type of mus-ic? 
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Your John Blair Man, or WOW Sales Manager Bill Wiseman, 
will give you the new WOW-CBS story today. 




Proof: Pulse of the 

WOW Area, Nov. 195-1 



590 kc 

5.000 watts 



Frank Fogarty, Vice President & Gen. Mgr. • Represented by John Blair & Co. 
Affiliated with Better Homes and Gardens and Successful Farming Magazines 
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BIG BONUS 

Nielsen now reports that radios in automobiles add as 

much as 33^ to the radio audience. And advertisers get these 

listeners free — a big bonus! 

In Baltimore, the Department of Motor Vehicles has 
announced that today there are more than 300,000 passenger 
cars with radios in the Baltimore metropolitan area. 

Surveys by ARB and PULSE prove that W-I-T-H dominates 
this big out-of-home audience day and night. Just another 
reason why W-I-T-H gives more listeners-per-dollar than 
any other radio or TV station in Baltimore. Get the whole 
story from your Forjoe man. 

IN BALTIMORE BUY 

Mf-f TM 



Tom Tinsley, President 

R. C. Embry, Vice-President 



Represented by Forjoe & Co. 



Double-spotting 
to diminish? 



Watch big push 
oot weekend radio 



Bardahl to 
buy Vitapix 



Fights peak 
radio audience 



Multi-sets 
in tv homes 



Alcoa seeking 
show with sell 



Criticism of tv multiple-spotting — from both admen and public — would 
diminish if new approach adopted by WTMJ-TV, Milwaukee, becomes wide- 
spread. Station's new 1 July rate card provides for 30-second an- 
nouncements between programs in slots normally occupied by 2 mes- 
sages: 20-second chainbreak and 10-second I.D. Station points out 
advertiser not only gets 50% more time for message but also has no 
other message vying for impact between programs. Number of admen 
have been urging stations to adopt 30-second policy to give messages 
better break. 

-SR- 

Look for more stress on sale of weekend radio. NBC's new 40-hour 
weekend program "Monitor, " is factor in drawing attention to weekend 
potential but there's been growing feeling on local level as well 
that whole-family availability on weekends, other values have been 
understressed in radio selling. Latest broadcast entity to announce 
major weekend activity is Quality Radio Group which has 8 shows (10- 
minute) up for sale under "Weekend Cavalcade" title. Programs will 
be carried over 36 QRG stations and executive v. p. William Ryan 
states shows will reach 41 million people at cost "as small as $689 
a commercial minute." 

-SR- 

First "film network" sale for Vitapix-Guild tieup was in final stages 
as SPONSOR went to press. Deal involves new Guild property, "Confi- 
dential File," and 2 co-sponsors in weekly nighttime airing. Initial 
client is Bardahl, West Coast motor additive firm, that has been 
spot tv advertiser (see SPONSOR, 6 September 1954 issue, page 48, for 
article on Bardahl tv strategy). Other client was under wraps. Half 
hour film show will be aired alternately for sponsors on about 45 
stations of Vitapix group plus added non-affiliates. Reps get usual 
15% commission; Vitapix 5% of gross as service charge. 

-SR- 

Strong appeal of championship boxing on radio apparent from audience 
to Marciano-Cockell bout on NBC; it was heard in 8,300,000 homes, 
making it top radio program in Nielsen report for 2 weeks ending 21 
May. Second highest program, CBS Radio "Amos 'n' Andy," was heard in 
2,201,000 homes. Major factor in fight's big audience was tv black- 
out. Gillette was fight sponsor, via Maxon. 

■-SR- 

Multiple-set trend is well underway in tv. NBC TV estimate for June 
1955 is 5.65% of U.S. tv h omes have more than one television set. 
ARF-Politz study shows 66.2% of U.S. homes have more than one radio. 

-SR- 

Alcoa is looking for high-ra ted , m ere hand i sable tv show to replace 

CBS TV "See It Now," which it has dropped. Commercials will feature 
products of manufacturers who use its aluminum and Alcoa feels the 
greater the audience offered, the greater value plugs have as entice- 
ment for orders. Firm dropped MUrrow because it felt rating wasn't 
high enough for purpose. Alcoa's tv spending is at rate of S2.5 
million annually via Fuller & Smith & Ross. 
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MCM to film 
show for ABC 



New MBS 
sales plan 



Sudless brands 
big in spot tv 



More television 
giveaways due? 



How will color 
affect fee tv? 



P&C master at 
agency relations 



Appointments 
from film ranks 



Metro-Goldwyn-Mayer will produce 30-minute "MGM Parade," a half-hour 
show, on ABC this fall. Announcement was made by Leonard Goldenson, 
American Broadcasting-Paramount Theatres president, Nicholas M. 
Schenck, head of Loew's, Inc. Schenck said movie exhibitors would be 
helped, not hurt. Like deal with Disney, Warner Bros., MGM will pre- 
sell its own non-tv pictures in show via behind-the-scenes shots, 
appearances of its stars. 

-SR- 

New Mutual run-of-schedule sales plan would permit sale of announce- 
ments by network on local shows for first time. Plan is set up for 
sale of minutes in 5-minute local shows which stations can run at 
their option any time within following segments: 8:00 a.m. -1:00 p.m.,, 
1:00-6:00 p.m., 6:00-11:00 p.m. Specific segment would be designated 
by advertiser. However, station can junk program, run only announce- 
ment in its own show if it chooses. 

-SR- 

Potential of sudsless detergent market indicated by growth in spot 
tv expenditures of Colgate's Ad. N. C. Rorabaugh estimates Ad spent 
$64,949 during 1954. But in first quarter this year expenditure 
leaped to $102,618, nearly double. Monsanto's sudsless, All, was 
larges t spender in spot tv among all brands of soaps and detergents 
last year with Rorabaugh-estimated $863,717 spot tv budget. 

-SR- 

Will "$64,000 Question" spur revival of giveaway emphasis in network 
tv programing? "$64 Question" on network radio was major influence 
in spite of giveaways during 1940' s and history could repeat itself 
if show delivers striking rating. Despite big prises, show is 
medium priced with SPONSOR-est imat ed budget around $30,000. Louis 
G. Cowan production is sponsored by Revlon via William Weintraub 
(CBS TV Tuesday 10-10:30 p.m.). 

-SR- 

One factor which has gone unnoticed in fee tv debate is question of 
influence color tv would have on fee tv if authorised. All signs 
point to big growth years of color tv and fee tv's potential kickoff 
as coinciding. Question: Will public want to shell out for new 
more expensive color set and pay for fee tv shows at same time? 

-SR- 

Calculator mentality, for which P&G is famous in media decisions, is 
put aside when it comes to human relations. That's conclusion 
SPONSOR reached in exploring Cincinatti advertiser's relations with 
its 7 agencies. P&G, say its agency men, has fine liaison sense 
which draws best efforts from agencies. Among novel concepts: P&G 
rarely rejects agency recommendation — if agency fights hard for it. 
(See part four of SPONSOR'S series on P&G, which starts page 25.) 

-SR- 

Three film company executives took posts within broadcast industr y 
in recent weeks. Bernard J. Prockter, former president of own film 
firm, became CBS TV producer. Halsey V. Barrett, most recently in 
film business with Consolidated Television Sales, joined TvB as 
sales executive. Harry Trenner became MBS sales v. p. after General 
Teleradio bought his Station Film Library, Inc. Trenner is former 
William Weintraub radio-tv v. p. 



(Spoil. sor ft«>|>orf v mil* imr<>.v poi/r lO'.i) 
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Represented Nationally by Gill-Perna 

New York-Chicago Los Angeles-San Francisco 



In Philadelphia 

more 

LOCAL 

advertisers 

use 

WPEN 

than any other 
station* 

•Source: B. A. R. Inc. 
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ARTICLES 



The Procter & (mm hie story: part 4 

SPONSOR'S series on the air media's largest advertiser ends with a look at 
how the company gets the most out of its seven agencies. Chart accompanying 
article shows how P&G ad department is organized 



Xetworh tv lineup for iull: 55 changes already 

Article takes a further look at the network tv lineup giving latest facts on 
programing. Fall lineup chart is updated from 13 June issue 



Does radio play the wrong music? 

Ohio State University has come up with a survey indicating stations which 
play only music on the "top 10" lists may be narrowing their appeal to 
mainly teenage audience, especially during daytime hours 



Tips on tiinebayiny Srom (i pioneer buyers 

A panel of timebuyers active since 1940 gives advice based on 15 years or 
more of buying experience. Key points: courtesy to sellers, constant study 
of station programing are necessity for success in timebuying 



ll'lifj Sheaffer became a $:i.OOO>000 tv convert 

When Sheaffer developed the new Snorkel filling feature, it needed an adver- 
tising medium that could present solid demonstration. They chose tv and 
their sales and tv budget have been climbing ever since 



Are ISA. U sales yains reachiny a plateau point? 

In week 21 sales increases may have reached as high as television can push 
them during 26-week test period. Only time will tell as test nears end 



Local radio's strength: the eush-rcyister proof 

This second and concluding article on the 13 winners of RAB's Radio Results 
Contest presents the final seven case histories. Part one appeared in the 
13 June issue giving six case histories 
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1 5) ."»."» I all Facts Itasics Issue 

SPONSOR'S ninth annual Fall Facts Basics issue will include sections analyzing 
fall radio and tv picture plus four Basics: Timebuying Basics, Rad'o Basics, 
Tv Basics, Film Basics. Admen will use Fall Facts Basics as briefing for fall 
and winter buying | | .1 til If 



DEPARTMENTS 



TIMEBUYERS 
40 EAST 49TH 
AGENCY AD LIBS 
NEW & RENEW 

MR. SPONSOR, Lawrence W. Kanaga 
SPONSOR BACKSTAGE 
NEW TV STATIONS 

P. S. 

RADIO RESULTS 

AGENCY PROFILE, Budd Getschal, 

SPONSOR ASKS 

ROUND-UP 

TOP 20 TV FILM SHOWS 
TV COMPARAGRAPH 

NEWSMAKERS - 

SPONSOR SPEAKS 
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MADE IN INDIANA 

are made to the 

^eo^le served 
by WFBM-TV 

OTHER 



INDIANA' TV STATION 
SO MUCH 



Retail sales state-wide: 
S 1 .03 1.27 1.000 
Retail salvs \V FRM-TV-wkU . 

S2.I7>.2!)."j.000 



WFBM-TV INDIANAPOLIS 

Represented Nationally by the Katz Agency 
Affiliated with WFBM Radio, WOOD AM & TV, Grand Ropids.- 
WFDF, Flint; WTCN. WTCN-TV, Minneapolis St, Pool. 
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TKe 

KBIQ 

Story 




Volume 4: The 4th year 
Chapter I: Summer 1955 

KBIC celebrates 3id birthday June I with 
I 10 nilvciiiseis, 19">"> running 22% ahead 
of an excellent 195 1 

R . \ 14. awards plaques in annual "Radio 
(■cis Results" contest. Three go to South- 
ern California — all to KliKi, honoring 
Scurdv Dog l'ood (Morning News), Sak- 
rete Readvmix Cement (Noon News) , 
Trevvax Moor Wax (Spots). In 1954 also, 
K151G was the only Southern California 
station honoicd in this competition. 

I V Advertising Women award Annual 
I ranees Holmes "Lulu" to writer Margee 
Phillips for cieativc advcitising writing 
(fan's (iromv Homemukers News) . 

Radio I ele\ ision News Club of Southern 
California awards klHC news director 
Larry Bcrrill "Golden Mike" trophy for 
Most 1 ntcipiising News Show. For 3rd 
consecutive vcar KlilC is only Intlepen- 
deiit Station to lccehe a Golden Mike, 

Summer ratings repeat Wintei ston; Of 
ouh I stations powerful enough and 
popular enough to cover all Southern 
( .alilornia. as ineasmcd hv key maikeis 
I. os Angeles and San Diego, IvIilG, the 
onh Independent, delivers by lai the 
gi latest number of listeners per dolhn 
in\ isled. 







JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, California 
Telephone: HOllywood 3-3205 

Not. Rep. Robert Meeker & Assoc. Inc. 




EUfOll fft'liriff tt<>=, /. Waller Thompson, Los 
Angeles, is disturbed about the serious multiple 
spotting practices some radio stations are permitting* 
"I would rather pay a premium for the peak traffic 
periods, for instance," Eileen told sponsor, "than 
sacrifice the effect of our clients' spot an noun cements 
in the 'stacking' process." On the television front, 
she feels that a timebuyer should take a long look 
at those markets where live tv is available on a 
local basis. Depending, of course, on budget, 
product and over-all advertising plans, a lotver-rated 
local live show where commercial integration is 
possible, could very well be a better buy than a 
high-rated film shotv, she feels. Generally, these local 
shows are good merchandising vehicles, she adds. 



Jui/ H'«s.«M'iHtti«, Denton & Howies. Nen York, 
feels that there are some facts U.S. advertisers must 
understand to tuke full advantage of Canadian 
air media. "Xational und local radio-tv advertisers 
should be atvare of the coexistence in Canada of 
completely separate English and French markets. 
There are, for example, 23 English tv stations, four 
French ones, and by the end of the year there'll he 
23 English and five French tv stations in Canada. 
Too often large advertisers do not realize that the 
form of message appeal used in one market will 
have little or no appeal in the other. Selection of 
Canadian radio or tv should be guided by considera- 
tion of the customs of the specific group to be 
reached. Today the French market in Canada is a 
prime example of a market that has not been 
reached to its full potential by I .S. advertisers." 



I'm! fftttrft'i/, Daitcer-Fitzgerald-Sample, Xew 
) oik, remarks on the wave of new plans for selling 
radio during the imst year. "liecause oj the unmis- 
takable influence of television, radio finds itself in 
an experimental stage," Vat told SPONSOR, "The 
nature of network radio, as we have known it, must 
change in order to fully exploit the large adver- 
tising opportunity which it continues to offer. 
Alter all, virtually every U.S. home is a radio home 
and there is an average of about two sets per home 
plus car radios. Radio appears to be meeting the 
challenge of this transition period with new ideas 
retaining the traditional low cost feature. Each 
plan, such as the Blair 1'lan and others, tackles the 
problem differently, but all offer something good, 
prating that radio is solving its tv problems." 
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WBAP-TV offers low 
band, 1113 ft. tower, 
clear signal, indoor an- 
tenna service in both Fort 
Worth and Dallas. Yes. — 
WBAP-TV'S maximum 
power gives rabbit ears 
reception in both Fort 
Worth and Dallas. 



Be sure you get full cover- 
age and CITY GRADE 
SERVICE in 2 GREAT 
CITIES - Fort Worth and 
Dallas — yours ONLY on 
WBAP-TV! Check the 
figures in this wealthy 
market shown below — 
see why your sales mes- 
sage gets MORE RESULTS 
on WBAP-TV! 



FIRST in coverage, pic- 
ture clarity, program- 
ming and color in the 
wealthy Fort Worth- 
Dallas market 



Counties 24 

Population 1,894,500 

Families 579,800 

Total Retail Sales $2,260,240,000 
Buying Income 

Source: Sales Management Survey of 
Buying Power May, 1955. 



SOON STARTING OUR 7TH YEAR OF TELECASTING 





CHANNEL 



THE STAR-TELEGRAM STATION • abc-nbc . FORT WORTH, TEXAS 



AMON CARTER 

Choirmon 



I 



AMON CARTER, JR. 

President 



I 



HAROLD HOUGH 

Director 



GEORGE CRANSTON 

Manager 

FREE & PETERS, Inc. - National Representatives 



I 



ROY BACUS 

Commercial Manager 
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Investigate at once. .."San Francisco Beat" 39 exciting, authentic half- 
hour detective dramas from CBS Television Film Sales. 

A network-proven show, this series stands up under any investigation. 
As "The Line-Up, " it was number one in its time period on the CBS Television 
Network. . . rated 34% higher than the average nighttime network program — 
44% higher than the average network mystery program.* 

"San Francisco Beat" co-stars Warner Anderson and Tom Tully ... in 
powerful, fast-moving drama based on actual cases. Produced "on location," 
it's a vivid portrayal of big-city police in action, filmed by famed Desilu 
Productions under the supervision of the San Francisco Police Department. 

"San Francisco Beat" is available to all stations for the first time . . . 
subject to prior sale. Get all the facts first-hand from . . . 

CBS TELEVISION FILM SALES, INC. withomc.s 

in New York, Chicago, Los Angeles, San Francisco, Dallas, Atlanta, Boston. Detroit and 
St. Louis. Distributor in Canada: S.W.Caldwell Ltd., Toronto 




SPOXSOli invites letters to the editor. 
Address W E. 19 St., New York 17. 

BUYERS' GUIDE 

We have found the Bayers' Guide 
cj ill I e* useful in selecting stations which 
carry the various types of programs 
which you li>l in your Guide. 

As a matter of fact, on several oc- 
tagons we have pointed out to sta- 
tion people who call on us the fact 
that they are not listed in the Guide 
and they tell us that they neglected to 
answer v our questionnaires. 

As far as we know the Buyers' 
Guide is the only one of ils kind and 
we believe it would he helpful for sta- 
tions if they would cooperate in pre- 
paring this useful record. 

Concerning foreign programing, we 
ill ink it would he helpful if you'd car- 
ry a hreakdown of the different lan- 
guages, such as Spanish, Italian, Jew- 
ish, etc. 

R. C. Ciuiir. 

Outdoor Space Buyer & 

Radio Tiuiebuyer 
William Esty Co. 
Xew York 



Some friends of ours in the broad- 
casting industry have shown us a cop\ 
of your 1955 Buyers' Guide to radio 
and television slation programs. 

1 note that this guide contains con- 
siderable data which apparenth was 
obtained from this office as well as 
other pertinent information having to 
do with agricultural programing on ra- 
dio iind ielc\ ision. 



1 



am uniMlernig if von would pn 
\idc the Department of \gricnllnre 
w ith a cop) of I Iris guide. W e w ill Lie 
mo-l grateful for it and would haw 
occasion lo u-e it a« a continniit" 
reference. 

Lv\ m; Bkaty 

Chief, Radio i\j Tv Serrire 
I'. S. Dept. oj Agriculture 
Washington, I). C, 



I was mo-l pleased lo rccchc the 
l'J.l.i edition of Buyers' Guide. I find 
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Buy any 2 of these stations and get a j% disc 

» and feesf of all « 

Buy an, 3 or 4 of these stations and get a 1 A ( 




iiiiiiiil 



WING 



DAYTON 



WCOL 



WIZE 



COLUMBUS 



SPRINGFIELI 



SPONSOR 



ETWORK 



mm* 




When you sow on good soil, you reap a 
good harvest. The advertising coverage you 
have given us on Town View has borne tremendous 
results. A total of 98 sales for one week has both over- 
whelmed and pleased us . . . 



$1,100,000 in SALES 

for an investment of $500! 



WCMI 



AT N 



ASHIANO • HUNTINGTON . 1RQNT0M 



Air Trails Network 



it an excellent industrv tool for facts 
not as readily available from any 
other source. 

John W. Pi r\ ks 
Radio Sports Dept. 
X. W. Aver & Son 
New York 



• 1 lie edition of llie Buyers' Cuitlo to 

Station Programing, pubtittird by SPO.VSOIl Serv- 
ices, Inc., is free to all subscribers. Extra copies 
art' available for $2. 



When Arthur Ca?^e\ , our director of 
radio sales, received a cop\ of your 
19.55 Buyers' Guide and discovered 
that there was no reference whatso- 
ever to KSD in any of the various 
class-ifications, he was extremely dis- 
turbed. Frankh we do not know why 
the omission of KSD exists . . . ex- 
cept that we are certain it was not a 
deliberate omission on your part. The 
only explanation I can think of is that 
the questionnaire letter w hich >ou must 
have sent out to obtain the informa- 
tion from the stations did not reach 
KSD. 

In any event the present situation is 
a most unfortunate one and while we 
do not expect you to re-run the book 
in order to include KSD, Arthur Casev 
ha" requested that we send you a list 
of our programing hours so that \ on 
may at least have it on file in the 
event that an inquirx should be direct- 
ed at your editorial department. The 
information is as follows: 




Popular Music 
Concert Music 
Folk Music 
Religious Music 
News 
Sports 

Homemaking 
Farm 



37 hours 
11 hours 
4 hours 
l 1 /! hours 
22 hours 
hours 
2 hours 
2 hours 



per week 
per week 
per week 
per week 
per week 
per w eek 
per week 
per week 



David Pasternak 
Promotion Director 
KSD 
St. Louis 



• *>nrry kM>'« listing v as omitted from the 
Buyer*' Cuiile. To reader Paalernak and 
oilier* %*hose listing* were nut included, SI'ONSOR 
ri ]KirU' tliat at least three questionnaire* hrnl to 
ever* station In the United State,*. 



RECORD RADIO MONTHS 

With all the controversy and discus- 
sion about falling radio revenues and 
the Wall Street Journal's >tory (see 
P.S., sponsor, 16 May 195.5. page 
106) on network revenue decline and 
the increase in independents, we 
[Please turn to page 14) 



27 JUNE 1955 



11 





SI 




YOU CANT COVER 
WASHINGTON 
WITHOUT KPQ! 

This rich Wenatchee area is 
located in the very center of 
Washington State .... yet 
it is surrounded by 7,000 to 
9,000 ft. mountains, natural 
physicat barriers to outside 
radio and TV penetration. 

CONSIDER 

THESE PO I NTS 

► A captive market 

► A growing market 

► Diversified agricultural 
economy 

► Stable industrial growth 

► Per capita income 16% 
above national average 

► Sales performance 160% 
above national average 

► Maximum clear-signal 
coverage with 560KC, 
5,000 watts (ABC-NBC) 




m> 5000 watt: 

560 k:c. 

WENATCHEE 
WASHINGTON 

REGIONAL REPRESENTATIVES 
Moore and Lund, Scottlc, Wosh. 

NATIONAL REPRESENTATIVES 

Forjoe and Co., Incorporated 

<0ne of the BIG 6 Fwjoe reprpwnted ttatlont of Waihlno- 
ton State) 





by Bob Foreman 
Ratlio-te trade ails need more factual approach 

It might he worth devoting a pica or two to the trade ad- 
vertising beamed at the folks in our business. While 1 am 
far from the last word in this field. I happen to he a poten- 
tial buyer of items ranging from station time to feature films; 
hence I hope these remarks are valid as well as pertinent. 

The main objection I have with the general run of this 
advertising is that it seems to contain too little of the re- 
straint and factual substantiation that ought to characterize 
trade copy. In my experience gained over a decade as an 
agency trade copy writer and in the preparation of ads for 
literally hundreds of different fields (building, engineering, 
beverage, retailing et al) the most important thing I was 
taught was that trade copy, unlike consumer copy, should 
put the facts up fast and do it without embroidery. The lay- 
out should be as direct as the words and devoid of ostenta- 
tion or circus effects. 

However, a great many of the advertisements and a lot of 
the direct mail aimed at broadcast people of all categoric:- 
are as blatant and garish as a Kingling Brothers poster. They 
get this way. I imagine, because of the "show biz" influence 
on the copy people concerned with writing them and laying 
them out. They smack of Variety and Shubert Alley which 
is all wrong in my opinion. The people to which this ad- 
vertising is directed are so often agency account men. time- 
buyers and the advertising personnel of manufacturing com- 
panies which group is, believe me. as sedate as the Epworth 
League and as eager for facts as they are leery of the klaxon- 
voiced and scarlet-lettered. 

Hut take a look, for example, at the double spreads run 
by svndieators of film. Each claims the ultimate in ratings 
and shrieks for 'attention to make its points which in turn 
makes its basic audience wince. What's more important, it 
can-es them to disbelieve. 

Then, too, there is another cardinal principle of good 
trade copy that is seldom practiced by the '■admen" who 
write for broadcasters. Again unlike consumer copy, trade 
copy is directed toward an audience which is comparatively 
well informed. Hence the reader, armed with some back- 
ground and fact is looking for more facts and should be con- 
sidered fairly able to interpret these facts. 

Too often our trade ads childishly avoid information or 
churlish! v mis-use facts (such as big headlines about ratings 
{Please turn to page 60) 



12 



SPONSOR 




13 of the top 13 once-weekly shows 
6 of the top 10 multi-weekly shows 
ore seen on WOI-TV 
ey Source, Tclepulse, Inc., Feb. 1955 
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VIC DIEHM Says: 



IN MY BOOK 



mm 



BOSTON 
1260 KC 
5000 WTS 



has the Gems in Radio . , , 



"The Jim Pansullo Show" ... a brand new early morning 
feature on WVDA is conducted by that jovial record spin- 
ner . . . Jim Pansullo, and we predict many a phenomenal 
sales record for the products advertised on his show. Jim 
opens the show at 6 AM, Monday through Saturday. 9 
o'clock is closing time, and every minute of those three 
hours are packed full of good music, good selling and 
good will. 



From one to six it's "A Guy Named Smith" every week-day 
afternoon over WVDA. Here is a disc jockey show handled 
by a well seasoned spinner. Joe packs a tremendous,: 
amount of entertainment and enthusiastic know-how injo 
five hours. Joe is a former Chelsea, Massachusetts boyj 
with a wealth of experience and a wonderful record for, 
product promotion. 



The same high caliber of personalities here representing WVDA are typical of 
all stations under the masterful guidance of Vic Diehm. 



Sherm Feller is one of the busiest, hardest working disc 
jockeys in the business. Sherm has the late stint on 
WVDA from 10:45 to 1:00 AM. Sherm's many accom- 
plishments include his ability as a composer of music . . . 
he has several hits to his credit. The studio is packed to 
overflowing with his faithful admirers who range from 
newsboys to potentates. Sherm is a one man show packed 
with personality, entertainment and selling ability! If 
you have something to sell, Sherm will sell it. 



Cornelius T. Scanlon, City Editor of the Boston Evening 
American is the latest top talent member of WVDA's 
staff. "C. T." brings with him a wealth of news-gathering 
experience, both newspaper and radio. He has done across- 1 
the-boards news analysis on CBS and NBC affiliates here. 
Mr. Scanlon has a ready made audience valuable to any 
advertiser. Besides his newspaper and radio talents, he 
holds A.B. and LL.B. degrees, and is a member of the 
Massachusetts and Federal Bars. 



WHOL WAZL WHLM WIDE WVDA 

Allentown, Pa. CBS Hazleton, Pa. NBC-MBS Bloomsburg, Pa. Biddeford-Saco, Me. MBS-Yankee Boston, Mass. ABC 

(All Stations Represented by Paul H. Raymer Company] 




C.T. ScawloM 

New Personalities 

Easy Listening 
Wonderful Music 
Select Commentates 
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THAT 
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Buchanan-Thomas Advertising Company, Omaha, made a 
very careful study of the pulling power of each of fifteen 
stations carrying a special flower-seed offer, breaking 
down the results on the basis of cost-per-order received. 
To get the flower seeds, viewers were required to send 
n twenty-five cents plus a key strip from a can of 
Butter-Nut Coffee. This was the acid test for both coverage 
and showmanship — the one and only objective was 
ORDliRS! 

Here's the Box Score on the Top 6 . . . 



Here's How Lincoln -Land Responded! 

The map shows the percentage of fofaf orders 
received from each county. It's a perfect example 
of the power of KOLN-TV throughout all Lincoln- 
Land generally, and in Lancaster County (Lincoln) 
specifically. More than one-third of all orders 
came from this, Nebraska's second metropolitan 
market! 



KOLN-TV — 28c PER ORDER 

VHF STATION B — 40c PER ORDER 

VHF STATION C — 45c PER ORDER 

VHF STATIONS D AND E — 53c PER ORDER 

VHF STATION F — 67c PER ORDER 



KOLN-TV 



If it's results you want, don't miss the 207,050 families in 
Lincoln- Land — more than half of them reached only 
by KOLN-TV. 



WKZO — KALAMAZOO 

WKZO TV — GRAND RAPIDS KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF Fm — GRAND RAPIDS KALAMAZOO 

KOLN — LINCOLN. NEBRASKA 

KOLM TV — LINCOLN, NEBRASKA 

Attoo«f«d witS 
WMBD — PEORIA. ILLINOIS 



COVERS LINCOLN-LAND— NEBRASKA'S OTHER BIG MARKET 

316,000 WATTS 



CHANNEL 10 



LINCOLN, NEBRASKA 



ABC 
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New and renew 
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2 7 JUNE 1955 



1. New on Radio Networks 



SPONSOR 


AGENCY 


STATIONS 


Amoco, Bait 


Joseph Katz, Bait 


CBS 91 


General Motors, Detr 


Campbell-Ewald, Detr 


CBS 206 


Gillette Safety Razor, Boston 


Maxon, Detr 


MBS 


General Motors, Detr 


CampDell-Ewala, Detr 


CBS 206 


Miles Labs, for Alka-Scltzcr, 

Elkhart, Ind 
Slenderclla Systems, Darien, Conn 


Geoffrey Wade, Chi 
Management Assoc of Conn 


NBC 
CPRN 9 



PROGRAM, time, start, duration 

Rhythm on the Road; Sun 4-5 pm , 12 June; 13 
wks 

Allan Jackson & the News, Sat 10-10:05 am; 

10:55-11 am, 12-12:05 pm; 30 April; 22 wks 
1955 Ail-Star Baseball Came; T 3:15 pm; 12 

July only 

Robert Trout; Sun 12-12:05 pm, 4-4:05 pm, 5- 

5:05 pm; 30 April, 22 wks 
Fibber McCce & Molly, M-F 11:45-12 noon, 27 

June; 52 wks 
Women's News Desk; M-F 2:30-2:40 prn^ 20 

June; 52 wks 




2. Renewed on Radio Networks 



SPONSOR 


AGENCY 


STATIONS 


Cospei Bcstg Assoc, Pasadena 


R. H. Alber Co, LA 


ABC 279 


Ceneral Motors, Detr 


Campbell-Ewald, Detr 


CBS 206 


General Motors, Detr 


Campbell-Ewald, Detr 


CBS 206 


L&M Filters, NY 

A. E. Staley Mfg, Decatur, III 


Cunningham & Walsh, NY 
Ruthrauff & Ryan, NY 


CBS 215 
CBS 206 


Sterling Drug, NY 
Toni Co, Chi 
Toni Co, Chi 


D-F-S, NY 

Leo Burnett, Chi 

Leo Burnett, Chi 


ABC 350 
CBS 193 
CBS 193 



PROGRAM, time, start, duration 



Old Fashioned Revival Hour; Sun 12 pm, 12 

June; 52 wks 
Allan Jackson; 1:25-1:30 pm, 5:30-5:35 pm, 7- 

7:05 pm, 9:55-10 pm; 2 July; 13 wks 
Robert Trout; Sun 9:55-10 am, 1:30-1:35 pm, 

5:55-6 pm; M-F 9:55-10 pm; 3 July; 13 wks 
Cunsmoke, Sat 12:30-1 pm; 9 July; 52 wks 
Arthur Codfrcy; M-Th 10:30-10:45 am; alt F 

10:15-10:30 am; 19 July; 52 wks 
My True Story; M-F 10-10:25 am; 4 July; 52 wks 
Our Cal Sunday; F 12:52-1 pm; 3 May; 13 wks 
Romance of Helen Trent; M, W, F 12:30-12:37 

pm; 30 June; 13 wks 



Edward H. 
Benedict (3) 




Frank 
King (3) 




John E. 

Schmulbach (3l 



3. Broadcast Industry Executives 



NAME 



Harry Ackerman 
John H. Bachem 
Halsey V. Barrett 
Edward H. Benedict 

Charles Bernard 
I Joseph Bernard 
Henry C, Bonfig 
F. T. Boise Jr 
John F, Box 

William F. Breen 
Jack Brumbach 
James L. Caddigari 

Dean Campbell 
Tom Chauncey 
E. L. Colbourn 
Charles Cowling 
Harold B. Day 
Edwin M. Fisher 
James Gates 
William P. Geary 
George F. Goodyear 
George L. Griesbauer 
Ralph W H.vdy 
Bernie Hargreaves 
Dwight Hinshaw 
James C. Hirsch 
Ralph Johnson 
Frank 6. King 
Murray King 
John Knox 
Michael Lareau 
Pat Lattanzi 
Chuck Maillett 
Barry Mayer 
Donald Menard 
Rich"d A. Moore 
Joseph Murphy 
Robert E. Murphy 



FORMER AFFILIATION 



CBS TV, Hllywd, vp in chg net programs 
Du Mont Tv Net, NY, gen mgr 
Du Mont, NY, mgr of spot sis 
Ziv TV, Chi, sis 

WABD. NY, sis 

WCR(TV), Buffalo, gen mgr 

CBS-Col, NY, pres 

Free & Peters, SF, r sis mgr 

WOKY, Milw, stn mgr 

NBC Film, NY. slsman 

MCA-TV, SF. sis stf 

Du Mont Tv Net, NY, dir of prog 

KEDD. Wichita, Kansas, sis stf 

KOOL(TV), Phoenix; KOPO(TV>, Tucson, mg dir 

KTOK, Okla City, gen mgr 

KAVR, Apple Valley, Calif, gen mgr 

WABC-TV, NY, acct exec 

Television Magazine, NY, vp in chg adv & sis prom 

WIDE, Middeford, Me. sis mgr 

WMCT(TV), Pittsfield, Mass, comml mgr 

WCR, Buffalo, pres 

WTTC, Wash, sis mgr 

NARTB, Wash, vp in chg govt rcls 

KNEA, lonesboro, Ark, comml mgr 

KCKT-TV, Great Bend, local & regl sis mgr 

WRC, Wash, sis mgr 

WCIN, Cin, asst stn mgr 

KABC-TV, LA, gen mgr 

"Adventures of Blinkey" <tv series), NY, prodcr, dir 

John Bl?ir & Co, NY, r sis prom 

WW|. Detr, sis stf 

William H. Weintraub, NY, timcbuyer 

WWOD, Lynchburg. Va., gen mgr 

WONO. Atlantic City, sis 

WENS-TV, Pittsburgh, sis mgr 

KTTV. LA, vo & gen mgr 

Coca Cola, NY, exec asst to vp in chg of sis 
Arthur Mcycrhoff Adv, Chi, timebuycr 



NEW AFFILIATION 




50° 0 



Mad: 



Same, hd new special projects div 
Same, gen supvr "Electronicam" 
TvB, NY, sis exec 

Triangle 'WFIL, Phila; WNBF, Binghamton; 

WHGB, Harrisburg Pa) natl sis mgr 
WABC, NY, sis mgr 
Same, also vp 
Same, also vp & dir CBS 
KFSD. San Diego, mgr 

Same, also exec vp, Bartcll Bcstcrs (WMTV, 
WAPL, Appieton; WOKY, Milw* 
Same, SE sis supvr 
TPA, Pacific NW, acct exec 

Allen B. Du Mont Labs Clifton, NJ, dir of "Electron- 
icam" mktg 
Same, sis mgr 

KOOL(TV), Phoenix, gen mgr 
KBTV. Denver, exec sis dir 
KCBQ. San Diego, asst gen mgr 
ABC TV, NY. acct exec 
The Boiling Co, NY, tv sis 
TPA, New England, acct exec 
Same, mgr 

Same, also chmn of bd, exec comm 
Weed. Atlanta, mgr 
CBS. Wash, vp 

WNNJ, Newton. NJ, comml mgr 

KEDD. Wichita, local & regi sis mgr 

Edward Pctry, NY, mgr of prom & sis dev for r 

Same, stn mgr 

KOVR-TV, SF, gen sis mgr 
TPA, Cleve, acct exec 
WABC. NY, acct exec 
WOOD. Grand Rapids, sis mgr 
Burkc-Stuart, NY, sis exec 
WLAC-TV. Nashville, acct exec 
WABC, NY, acct exec 
TPA, Detr, acct exec 
Same, pres 

WRCA, NY. mdsg coordinator 
WBNS-TV, Columbus, Ohio, acct exec 




Robert H. 
Salk (3) 



C. R. Swcar- 
ingen Jr. 13) 




Dean 

Campbell <3> 



In next issue: ISeic and Renetved on Television (IVrticork) ; Advertising Agency Personnel Change* ; 
Sponsor Personnel Changes; Station Changes (reps, netivork affiliation, poirer increases); 
AVir Agency Appointments 



27 JUNE 1955 



17 



3. Broadcast Industry Executives (continued) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Charles C. Palmisano 
Ben Park 
Bill Parker 
Robert I. Price 
W. Robert Rich 
Robert R. Rogers 
Al Rylander 
)ohn E. Schmulbach 
Robert C. Soule 
Ceorge R. Swearingen 
|r 

John F. Tobin 
Nathan Tucker 
James C. Wharton 
Jack Williams 
Barry Winton 
Joseph Weisenberg 
Richard S. Zavon 



Keller-Crescent Adv, Evansville, Ind, r-tv dir 

NBC TV, Chi, prog mgr 

S&W Fine Foods, SF, sis rep 

KLX, Oakland. Calif 

WPIX, NY, prog dir 

NBC Film, NY, slsman 

Columbia Pictures, NY, mgr of exploitation 
CE Stations (WCFM, WCY, WRCB) 

Weed & Co, Atlanta, mgr 

NBC Film, NY, sis 

WBTV, Charlotte, news dept 

Vandcrbilt University, news & publ rels dir 

The Westinghouse News, Pittsburgh, feature writer 

Official Films, NY, acct exec 

WABC, NY, acting sis mgr 

WFMY-TV, Greensboro, N. C. , prom mgr 



WEHT-TV, Evansville, sis mgr 
NBC dir of public affairs 
KING, Seattle, mdsg mgr 
KCBS, SF, sis acct exec 

Assoc Artists Prod, NY, gen sis mgr of tv div 

Same, NYC sis supvr 

NBC, NY, dir of exploitation 

WGY, Schenectady, mgr of sis 

WFBL, Syracuse, pres 

CBS R Spot Sales, Atlanta, mgr 

Same, NE sis supvr 
Same, film supvr 

WLAC-TV, Nashville, Tcnn, prom mgr 
KDKA. Pittsburgh, publ dir 
TPA, Richmond, Va, acct exec 
WABC-TV, NY, acct exec 
WLW-C, Columbus, client service dir 



4. New Firms, New Offices, Changes of Address 



AWL Adv, & Golnick Assoc, Bait, has changed name to 

Applcstcin, Levinstein & Golnick Adv, 1101 N Calvert 

Street, Bait 2, Md 
Ted Bernstein Assoc Adv has moved to 112 West 34th 

Street, LAekawanna 4-7711 
Mclva Chcsrown, Inc, Public Relations moved to 34 East 51st 

Street, New York 22, PLaza 5-3407 on June 1 
Day, Harris, Mower & Wcinstein, Inc, Atlanta, has changed 

corporate name to Day, Harris, Hargrett & Weinstcin, Inc, 

with resignation of Clarendon Mower, Jr, v. p. 
Fitzgerald Adv, Providence, Rl, moved to larger quarters at 

228 Weybosset Street on 1 June; GAspcc 1-6760 
Arthur D. Gibbons, formerly a partner of Rothman & Gibbons, 

Pittsburgh adv agency, opens an office in Investment 

Building as free lance adv and publicity consultant 
Gotham Avd & Irwin Vladimir & Co form new firm: 

Gotham-Vladimir Adv, NY, SF, 1 July 



Gresh & Kramer, Phila, has moved to larger quarters at 331 
S 16th Street 

Lando Adv, Pittsburgh, Pa, has opened a branch office in 
Erie, Pa, in the G. Daniel Baldwin Bldg, headed by 
Charles H. Sapper 

MacManus, John & Adams will open offices in Miami, Fla 
on 1 July in the Alfred I. DuPont building 

Malap Adv Agency, Kansas City, changes name to Richard 
Lane & Co Adv and moves to 307 West 11th Street, 
Kansas City 

National Telefilm Assoc, NY has moved from 625 Madison 
Ave to 60 West 55th Street, PLaza 7-2100 

Ruthrauff & Ryan's Dallas office has moved from 1511 
Bryan Street to Suite 515, Adolphus Towers, 1412 Main 
Street 



5. New Agency Appointments 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Adler of Amcr, Jersey City 
Charles Antcll, Bait 
Chailcs Antell. Bait 
Colgate-Palmolive, Jersey City 
Corn Products Refining, NY 
Corn Products Refining, NY 
Dubuque Packing Co, Dubuque, Iowa 
Fisher Nut Co, St Paul 

Foxhavcn Frozen Foods, Chippewa, Ontario, Can 
Frontier Foods, LA 
Robert Hall Clothes, NY 

Hotel Riviera, Las Vegas 

Lever Bros, NY 

S. C. Johnson & Son, Racine, Wis 

"Junket" Brand Foods, Little Falls, NY 
Lever Bros, NY 
O'Keefe & Merritt, LA 

Plymouth Dealers Assoc of Southern Cal, LA 
Procter & Camblc, Cinn 

Regina Trading Corp, NY 

Jacob Schmidt Brewing, St Paul 

Waring Products Corp, NY 

Wonder Products, San Fernando, Calif 



Sewing machines 
Beauty Division 

Formula 9 Shampoo, Hair Spray 
Halo shampoo 

Maizena corn starch (intcrnatl adv) 
NuSoft Fabric softener 
Meat packing 

Nuts, cellophane & vacuum packed 
Frozen foods 
E-Z Pop Popcorn 
Ready-to-wear clothing 

Hotel 

Rinso Blue 

Johnson's wax polisher-scrubber, paste wax, 

Jubilee kitchen wax 
Dessert products, fudge, frosting mix 
Pepsodcnt Division 
Gas ranges 
Plymouth cars 

"Whirl" liquid shortening. "Secret" home 

permanent 
Licbig Soups of France 
Beer 

Waring blender, mixer, Durabilt travel irons 
Wonder-Logs (barbecue briquets), Home 
Boxed charcoal 



Blaine-Thompson, NY 
Product Services, NY 
Joseph Katz, Bait 
Carl S. Brown, NY 
Robert Otto & Co, NY 
McCann-Erickson, NY 
Pcrrin-Paus Adv, Chi & NY 
Bozcll & Jacobs, Mnnpls 
Comstock & Co, Buffalo 
Raymond R. Morgan, Hllywd 
Frank B. Sawdon is the agency, Carl 

Ruff Assoc publ rels consultants 
Mort Goodman Adv, LA and Harris & 

Whitcbrook Adv, Miami, Fla 
JWT, NY 

Benton & Bowles, NY 
SSC&B, NY 

footc, Cone & Bclding, NY 
Hixson & Jorgcnscn Adv. LA & SF 
Strombergcr, LaVcne, McKcnzic, LA 
Benton & Bowles, NY 

Ralph D. Gardner Adv, St Louis 
Maxon, Dct 

Anderson & Cairns, NY 
Jimmy Fritz & Assoc, Hllwyd 



6. Station Changes (reps, network affiliation, power increases) 



KCRC TV, Cednr Rapids. Iowa, Rone uo to 50 kw in May 
KOSI. Denver, increased power to 5000 watts on |unc 1st 
KPTV, Portland Ore, will increase power to 1 million watts 
on July 1st 

KTVI. St Louis, increased power to 500,000 watts on 31 May 
KVOO-TV, Tulsa. Okl.i, increased power to 100,000 watts 
in May 

WHTN-TV, Huntington. W Va ; Ashland, Ky, appoints Ed- 
ward Petry & Co natl reps 



WITV, Ft Lauderdale, Miami, appoints H-R Tv Inc, natl reps 
WMTV, Madison, Wise, will increase power to 209,000 watts 

on or about 1 August 
WNEW, NY, appts Simmons Assoc, NY, natl sis reps 
WNAO, Raleigh, NC, has begun operating from its new radio- 

tv center at 2128 Western Blvd 
WTVW. Milw, has appointed Mathisson & Assoc adv agency 

for WISN & WTVW 



SPONSOR 



xciUffg^ things are happening on 




serving Philadelphia and the Greater Delaware Valley trading area 
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Milwaukee's 




here's why: 




"the voice 
of the 

BRAVES 



(the Milwaukee Braves 
games are not televised) 




all-star 
programming 



Milwaukee's 
Most Powerful 
Independent 





24 hours 
of music 
news, sports 



now 

5000 



lowest cost 
per thousand 



HUGH BOICE, JR. 

Gen. Mgr. 

HEADLEY- REED, 

National Rep. 





Lciiereiice IV. Kanaga 

V.p., operations manager 
RCA Victor Record Division, New York 



'"Judging from ni\ barber, I'd sa\ the record business just lias to 
continue growing/' Larry Kanaga, RCA \ ictor's new operations 
manager, told .sponsor. 

"People who love music will do almost an\ thing for it. Just 
recently my barber told me how much business he"s been losing 
because of the Saturday opera broadcasts. His Saturday trade's 
been going to the competition because they want to hear the ball 
games. Hut, as he puts it. 'If the) "re in my shop. the\ gonna listen 
to opera'." 

Kanaga, who originally started out with an agenc\. eame into 
the record business via Montgomery W ard and the San Francisco 
Hale Hrother Department Stores. 

'"Essential!) , I'm a merchandising man."' says he. '"And with 
the new low prices of bp. albums, mass-marketing techniques are 
more and more vital to sales. A record might sell am where from 
1.000 to over a million copies — and that's a mass market. Now take 
t\. We've been experimenting with it for the past three \ears. but 
we've ne\er used it as extensively as during the past season."' 

Through Grey Advertising. RCA Victor has participated in such 
M5C spectaculars as Peter Pan. which produced outstanding sales 
for KCA's l'eter Ran album. RCA claims the biggest chunk of 
record industn sales (estimated at $225 million for the over-all 
industn in 1 9.*> 1 I . The firm's advertising budget for 1955 breaks 
down this wa\: 50'^ in print: 25'J in raclio-t\ : 25'v in sales 
promotion. 

"We've used spot radio and t\ for such things as promoting 
show albums. Our distributors use the air media to push certain 
numbers." continued Kanaga. "In network t\ we usualh spread 
the commercials o\er several of our 12 to 16 nionthh album re- 
leases.' 

Some 111' i of the sales are in the new speeds 1 33 s and 45 s), 
The split between new pop tunes and clas-ical music depends main!) 
upon recommendations from the artists and repertoire department, 
\ born diplomat. Kanaga claims to enjo\ both ly pes of music equal- 
ly, but admits that his teen-age bo\ and girl in Wcstport, Conn.. 
ha\e such an uncompromising attitude about music that he's got 
three phonographs in the house. * * * 
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SPONSOR 



« 




Tie 
BETTER 

Si* faHtim't 




* « is boom'" 9 
industry * D \- 



in the San 



Francisco 




\ 



In the San Franeiseo area, there's'a kin-V* 
ship between the city's "better things"and 
the area's industry. Support for San Fran- 
cisco's great opera season, for example, 
conies from the ranks of both labor and 
management; both have money to spend 
and spend it for "the better things '. . . . 

... AND THE 

BETTER THINGS 
THEY SEE ON KPIX CBS - TV 

In this responsive area, full CBS program- 
ming and highest-rated local productions 
give the KPIX advertiser a remarkably 
high response potential. Ask your Katz 
man for the whole KPIX story. 
\ 





The huge new Ford assembly plant at 
Milpitas contributes ox er a million dollars 
a month to the metropolitan area's 
annual payroll which grows like this: 



1945: $825,000,000 




1954 (est): $2,800,000,000 
■ 



WEST1NGH0USE BROADCASTING COMPANY, INC. 



| ■ C H 



A N N E L 

SAN FRANCISCO, CALIFORNIA 

Affiliated with CBS Television Network 
Represented by the Katz Agency 




wbz-wbza • wbztv. am,, 

KYW . WPTZ, PhLJitpk,,, 
KOKA KOKA. U.PmA-rgh 
WOWO, l ert Wjyml 
KEX, PtrlUmJ 

RrpmtmttJ by T <rt< C/ Prtrn, ttf. 
KPIX, $d* fraKtiu* 
Rif>rettmttii by Tht httl AgtMCy 
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Is a Matter of 

Comparison . . . 

In New York Harbor you need 
the tug. not the liner! And who 
would you nither he. David or 
Goliath? It's pretlv much the 
same with KSPAV-TV. We are 
not the largest market in Amer- 
ica, hut when it gets clown to 
"Co>t per Thousand", Channel 8, 
with all four networks and a cap- 
tive audience of 1 02. {510 sets 
([this a large fringe audience), 
can ceitainlj slay the giants and 
nudge the largest liner into her 
herlh. X^k your llollinghcry rep- 
re-cnlative about our rich Cen- 
Ir.d Cna*-t of California, noted 
for il> agricultural output and 
niaunifK ent plav grounds. 




CBS, NBC, AHC, DuMON'I 
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by Joe Csida 



Fee tv: the fight will be « long one 

The few hundred words I am about to pour forth here are 
the merest driblet compared to the torrent of prose that's al- 
ready been perpetrated, and will eontinne to he for a long 
time to come, for and against fee tv. But like everyone 
else I find the subjeet fascinating. And the areas for spec- 
ulation re same are truly limitless. I wonder, to begin with, 
if any advertisers or agencies actually consider the problem 
(from the standpoint of any near future effect on a major 
advertising medium) a serious one. At the risk of cooling off 
whatever interest I may have generated in this piece up to 
here, I must say I really don't think it is. 

No immediate, or nearly immediate problem at any rate. 
The trade press to a degree, and the lay press even more so, 
could easily give any of us the impression that maybe in six 
months or a year the whole face of television as an advertising 
medium might be unrecognizable. The New York Herald 
Tribune, as just one example, recently ran a two-page edi- 
torial spread on the subject with pieces by, or quoting such 
industry leaders as. Frank Stanton. General David SarnofT, 
Robert Kintncr, E. F. McDonald. Jr. and many others. 

Notwithstanding the fact that the Federal Communications 
Commission is digging into this complex and highly impor- 
tant phase of television, and that the Commission will no 
doubt make every effort to reach a wise and reasonably 
speedy decision, one need only to talk to as bonc.-t. earnest 
and hardworking a proponent of fee tv as Millard (Tex) 
Fa light of Zenith's Phonevisiom to realize that it will be two 
or probably three or more years before anything like a reso- 
lution of the situation appears on the horizon. 

I am not decrying the existence of. nor denying on either 
side, the great need for the propaganda job that is presently 
under way. Certainly on both sides much is at stake. As a 
mailer of fact one of the remarkable points about the situation 
is the incredible nerve and willingness to gamble of all those 
interested in the three major fee systems. Phonevisiom Tele- 
meter and Skiatron. When one stops to consider that opposi- 
tion of the most powerful and vocal kind must be expected 
(and is certainly being received) from the nation's broad- 
casters as well as the country's theatrical exhibitors (to name 
jnM two fairly stalwart groups), one begins to appreciate the 
economic guts it takes to develop and promote fee tv. 
(Please turn to page 62) 
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VERIFIED 
by ARB* and PULSE* 

*WBRE-TV the nation's first MILLION WATT 

STATION delivers to the advertiser the majority of 
viewers in the key marketing area of Wilkes-Barre, 
Seranton, Hazleton, Sunbury and Williamsport with 
erage weekly share of audience of better then 40% and 
all other stations coming into this vast manufacturing 
grieultural market by 23% to 400%. 



*WBRE-TV not only leads in audience ratings in the 
Wilkes-Barre-Seranton area, but also delivers more than 
40,000 more sets than the second station in the market. 



"These two thoroughly competent survey organizations 
show that WBRE-TV unquestionably is the leading TV 
station in Northeastern Pennsylvania which comprises more 
than 17 Counties and a population of over 2,000,000. 



car bon dale 

honesdXle 

CRANTON 
WBRE-TV 




J 
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SWIM 




Km liuiixii !'&.<: 

Leo Hurntfli. pre*. 



I'&C's CIIICaCO ack.m.iks 



II. VV Kaslur l>AO 
aceney sine** 11)30; 
Martin IIaim>, inci. 



HEART OF P&G AGENCY APPROACH 
i 

' IJegard ami (real your agency as a 
partner with a contribution to make. 

2, 



Kncourage agent) 
views without fear 



to halt le fur 
seek con\ iclion. 



3, 



If agency Micks to its guns and if 
logic, facts are soiiihK accept recommenda- 
tion: remember there may be more titan 
one nay to sell a product. 



lUntoii * lli.nl> I'M; 






4«ein > *ln»* ly 1 1 . 






IU!>m K Lii k, pn» 






>K» \ OHK AUKX IKS 




ISIOH IlllMI Tl'Ui' 


R 


I'Mi aKrtn-y »lntr 




Iftli; l Krlilirlh 




IJt'lrn. rot, 





Campion. PA<i aueney 
slnte MM; IUrlun 
A. Cummins-, pr*s, 




DPS. l\vf! aai'iicy 
since 103::; Cllrlmtl 
L. l'llzeemlil. pre-. 




Voune & ltul'I< jih. I'M: 
acenry tlnce 1919; 
Sigurd S. Larmoii. prvs. 




Part four 
of four parts 




It seeks independent thinking and the best in creativity 

liy Herman Lnnd 

x\u account executive is a guy who. when he bend* over lo tie his shoelace, 
yon give him a swift Lick in the pants."' 

As this vivid, if unflattering definition by the spokesman of ;i prominent t\ 
client tc-tifies, admiration for advertising agencies is not universal. 

No, the client is not Procter & Gamble. The world s largest air adverti-er 
goes rather to the other extreme. Indeed its spokesmen will inform you that 
they adhere to a different doctrine: It is that agency men arc human beings, too. 

This concept, they will tell you, is at the heart of Procter & Gamble - 
relations with its seven agencies. 

Despite its size, unparalleled advertising experience and reputed omni- 
science, P&G claims to depend largely on its agencies for guidance. 

There are some, however, who doubt this. A caustic critic comment-: Tt- 
all a gigantic farce. P&G lays down all the rules. The agencies --imply follow 
orders, are told exactly what to da."' 

A former P&G staffer takes a compromise view: '"They like to hide behind, 
their agencies 100%. Well, its true that they get a lot out of their agencies, but 
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in the final analysis they rule wilh a 
-leel hand." 

What role does the agency really 
plav in Procter & Gamble's intricate 
opeialional network? Can it truly 
make a vital contribution to the adver- 
tising thinking and practice of the 
compam which is said by some to be 
the smartest advertiser in the country? 
Or does it reallv perform only me- 
chanical functions at best? And what 
client role docs P&G itself plav ? Where 
do co-ordination and guidance of the 
efToil- of seven agencies end and dom- 
ination begin? Where do ad ideas 
originate, in the Gwvnnc Building of 
Cincinnati or in the ad houses of New 
York and Chicago? 

No simplified, schematic treatment 
can accurately reflect the complexity 
that is the P&C-ageney combination. 
In the fir.»l place, the company's own 
ad structure is many-faceted, far from 
>hnple (see chart at right). Then there 
are the effects of time; the present ad- 
vertising setup look generations to de- 
velop. P&G's first ad, for Ivory Soap, 
goes back to U)u2. Lastly, client- 
agency liaison is nurtured in the deli- 
cate realm of human relations, where 
ready, clear-cut answers are rare and 
skill and tact more important than 
formulas. 

Wfiif cif/cMirifA? From time to time, 
one of P&G's bright young men will 
come up with a grand plan. Why not 
combine the great ad department of 
P&G with the ( ream of the company's 
agency team and set up a snper-duper 
house agency that would be the last 
word in ad knowledge and experience? 
Win bother with so man) agencies in 
the fiw place? 

A'-ide from obvious ethical eonsid- 

< ration, part of the answer is that such 
a venture would make necessary the 

< reation of a very large and costly 
staff. More important, however, is this 
explanation given bv company execu- 
tive-. "We need agencies," they say, 
"in order to insure our gelling fresh, 
outride thinking. W e can never afford 
lo hike ihe chance of culling off the 
How of creative ideas, which would in- 
c\ italilv happen were we to operate 
^hirlh f r * mi within." The danger of 

iuhiefding inuM be avoided. 
' One of oiir main he-ks. 1 " s K. A. 
Niov\. \dverti-ing Manager of the 
s nap ,ind S\ uthctio Division, "is to 
<n<om;i"c our agencies to do their 

< l ' il i\ e IreM." 

lo Kionipli^h this nothing is left to 
' li o c. Company relations wilh ils 



seven agencies are the practical appli- 
cations of a carefully worked out set 
of principles on which P&G admen 
are raised. 

In P&G you will not find the rant- 
ing client, certainly not the tyrant of 
book and movie fame who spat on the 
table to prove that the man who pays 
the bills can afford to thumb his nose 
at propriety and human feelings. About 
the slrongest thing P&G ever »av s to 
an agency is "Will you reconsider 
your recommendation?" 

The cynic laughs at this as equiva- 
lent in effect to a tongue-lashing, for is 
il not always Irue that while the agen- 
cy proposes, the client disposes? But 
the P&G agency man will tell you that 
the client expects him to stand on his 
two feel and fight for his convictions. 
"They love a battler," says an account 
executive on one of the major P&G 
products. 

"If you stand your ground." he says 
along wilh others, "and back up your 
case with solid facts and logic, you 
generally win." 

But if your case has holes — look 
out! \V. R. Chase, Manager of the Ad- 
vertising Department, explains: "We 
consider that it is the job of the agency 
to initiate the campaigns, to come for- 
ward wilh ihe proposals, for media, 
programs, and so forth. It's our func- 
tion to stimulate agency thinking, to 
see that ils presentation is based on 
sound logic and hard facts. If we 
think the facls stand up, we buv.' 

But should the account man be weak 
in his syllogisms, he will see bis pretty 
presentation in shreds when the P&G 
logicians get through with it, and he 
will go home a sad boy. Let a few 
such sloppy pitches follow, a P&G man 
told sponsok, and a company man will 
sil down with the agency man for a 
solid review of the strengths and weak- 
nesses of the presentations. P&C ex- 
plains that it works wilh agency per- 
sonnel in much the same way it works 
wilh ils own people lo try to improve 
and strengthen their operations. "If 
this doesn't bring resulls," says the 
company spokesman, "the agency may 
put another man on the account."' 

This emphasis on facts and logic cre- 
ates special problems in agencies, for 
main an advertising man would rather 
(lv with the creative wind than steer a 
slow and laborious course through a 
sea choked wilh statistics. "You find 
yourself longing to sell with excite- 
ment, lo let y 0111 enthusiasm and im- 
( Article continues page 28) 
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HOWARD J. MORGENS 
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Vice President 




GANIZED LIKE AN AD AGENCY 

Unique P&G "built-in agency" dupli- 
cates agency structure, department 
for department, through "advertising 
production division," which is 
"■staff" function serving all brands 



BRAND 
GROUP 



SNOW 

Adv. Mgr. Soap & 
Synthetic Div. 




W. ALEXANDER 



Adv. Mgr. Drug 
Products Div. 




W. R. CHASE 

Mgr. Adv. Dept. 

Brand management and staff func- 
tions are co-ordinated through 
Chase. Note that key radio-tv 
men are also key men in Procter & 
Gamble Productions Inc.. a legal- 
ly separate subsidiary firm 



R. B. SIIETTERLY 

Adv. Mgr. Specially 
Products & Shorten- 
ing Div. 




C. C. UIILING 

Mgr. 

Merchandising Div*. 



P&G Productions Inc. 



A. N. 
HALVERSTADT 
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QUICK SUMMARY OF THE l-PART P&G SERIES 

I'AKT ONE: Behind the dramatic plunge of P&G into the nighttime tv picture during: 
the 1954-55 season lay a complex series of business and media factor*. Firm needed 
new vehicles for newer drug and soap products, which had large ad sums available. 
Nature of product appeals made nighttime exposure seem necessary. 16 May is.-ue 

I'AKT TW O: The P&G spot buying operation is indeed geared to the slide-rule, for 
firm feels it buys numbers via spot, rather than shows. But agencies are not gi\en 
fixed rating or cost-per-1.000 "floors ' to work from, are expected to use beM buying 
judgment. P&G uses spot basically to build to national distribution. 30 Ma) issue 

I'AKT THREE: P&G, far from dropping daytime tv, expects to be in it strongly, but it 
has not yet been able to find program key that will do what soap operas did in radio. High 
rating* are a must, company feels, because of relatively high co?ts. Radio cuts represent 
readjustment to needs of new major medium tv — in P&G media lineup. 13 June issue. 

I'AKT FOUR: Some people regard P&G as all-wise in advertising, say that therefore 
it> agencies are not important. P&G, however, credits its seven agencies with origi- 
nating most ideas. It has a carefully worked out set of principles to guide its 
agency relations, based on scrupulous adherence to its role as client. This isMie 



initiation run away with you. a? \ou 
jniiilit with another client." an agency 
man s( ue-.. "Rut P&G is not interested 
in \oitr opinions, onh in whether your 
aitalv J i's is sound." 

"In a wax. its rough being an ae- 
t ount man for P&G. " sigh> another. 
"\ouve 'jol to master the group sys- 
tem routine. That is. you ve got to get 
the hard material from your research, 
media, program departments, make 
sine fir>t it's all sound, then put it to- 
gether for the gu\s in Cincinnati. 
\ouve got to find the loopholes first, 
'lou'd better. For if sou don't. the\ 
will." 

1 he !«\>lein appear> to leave little 
room for the maverick with the leaping 
imagination. Success as an account 
evecutive for P&G depends in the long 
run. say admen, on ability to adapt to 
the P&G system. This is why there, is 
an agencx tendency to train account 
men front the ground up on P&G. It is 
difficult for main experienced men to 
adapt readily to the calculator mental- 
ity an account executive needs if lie is 
to cope with Cincinnati. 

In essence, the system boils down to 
reliance on ratings, eost-per- 1.000. 
careful market analysis and the end- 
less findings of research studies. \\ honi 
are we reaching, how often, and how 
much i- it costing us? These are the 
basic questions that P&G agency men 
deal with. \nd \otir proposals should 
he on the safe, conservative side, some 
s-ay. if \ou want P&(» approval. 

Bui there ate compensations. The 
adman who fit> the P&C prescription 
i- assurer! of stability in his job and 



advancement opportunities, for P&G 
likes to stick with its agencies, seldom 
makes a change, and there is always 
the chance that new brands will come 
your way. P&G trained men. whether 
in Cincinnati or at the agencies, are 
regarded as highly competent gener- 
ally, and are often sought after because 
of their rounded knowledge of adver- 
tising and their solid grounding in 
basics. 

A mov ing statement conies from an 
account executive who says that work- 
ing for P&G has added to his self- 
respect. He feels that his ability to 
handle a tough job and the agency and 



client recognition of his service has 
enhanced his dignity a* a man. 

''As you know." he told sponsor, 
"this can be a political business. Rut 
with P&G. it doesn't help to be some 
big shot's relative. The only thing that 
counts is performance. They do not 
want to like people: the\ want to re- 
spect them." 

Invariably, you will find agency men 
complaining that the need to conform 
to the P&G system leaves them restive 
on occasion, but they end up savin": 
"Well, you've got to admit, it's the 
smartest way to operate. You can't 
argue witli success." 

Right down the line you find this 
combination of admiration and annoy- 
ance in agency ranks. Savs a show 
producer: ''On P&G I have the most 
complete freedom of action, and it's 
the most restrictive thing imaginable. " 

Cop\ w riters occasionally complain 
that under P&G restrictions thc\ can't 
take olT creative!*, for the company 
has its strict copy requirements. 

A t\ executive of a P&G agency sums 
it up this way : "The all-embracing 
P&G sy stem reduces the gamble to very 
narrow limits. ^ on know xou have 
little chance of missing much if \ on 
follow their tried and proven paths. 
Rut the penult} may be the loss of the 
truly creative, the great wild idea that 
pays o(T." 

In answer to this, a P&G spokesman 
points out that it was not conservative 
to be the first in the business to buy a 
(Please turn to page 77 ) 



IIKKE ARE REACTIONS TO SPOSSOli P&G SERIES 
in EXECUTIVES CLOSE TO THE ACCOUNT 

I'A' G \(.(.OI \l MW: "I expected 5011 would wind up with the usual mixture of a 
f< w accurate fait- ami .i lot of mi*iak<s. Hut this i* ama/ingK accurate! It's an 
i -l< i idling |ob. I |»-li<M ji merits some kind of an award." 

I'A'G \(,r.\0 T\ \.l'.: "I enjoyed the article- tremendously. N on hit it right on 
'hi lui toll. \uu were )lW, right about that 'myth* business. There are no blacks 
oxl wliiies in ( me inn, mi. P&(, is a very complicated operation. I think you managed 
i hi tout wa\ through it utv well indeed. They made fascinating reading." 

M IWOKh IAI.U Tl\ K: "\ fn-t-elu-s pien of reporting. ^ on were certainly 
<it.iU in pr luting i, ut that lln\ don't know all the answers as so many think." 

lOItMI-H l'.V(. TIM KIM U.U: "Gongi ambitions, I used to buy for P&G. You 
o • (pliiied tin -pint of then Inlying perfectly. It's about lime something like this was 
I 'I hk( i , 4 „|| ,|o ;, similar job on the olhci majoi snap firms." 
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\e\t fall's It lineup: 




Again this issue SPOXSOIC presents 
nighttime lineup for fall. See next page. 
Lineups will be updated eaeli issue through fall. 
Daytime network lineup to appear next issue 

M. his tail will see the most radical]} changed programing schedule* 
on the tv networks since tv took off its swaddling clothe.-. 

By pres-time there were about 55 changes — including new 
show s, changes in time slots and prograni-sw itching from one net- 
work to another. Tin- is among ABC. CBS and XBC alone. (Du 
Mont will be basically a film operation next fall built around its new 
Eleetronieam. ) New show - account for about H5 of the change-. 

In order to keep readers abreast of revisions in the fall picture 
on the tv networks a- they occur. SPOJSSOIt will continue to run a com- 
plete nighttime fall lineup, bringing it up to date each issue until fall. 
The first surli chart appeared last i.->ne ( 13 June). (A complete day- 
time lineup will appear in sponsor's next issue, the 11 July Fall 
Facts Basics. ) 

Additional information inserted on the chart thi> is-ne i> an 
indication of which .-hows will be in color this fall. On NBC TV. the 
color "regulars" will be the Saturday, Sunday and Monday hour- 
and-a-balf spectaculars. But that*- not all. According to Executive 
V. l\ Robert W. Sarnolf N'BC TV plan- to do about four hour- a 
week of color programing in fall in addition to the -pectacular-. 
Mo-t of these new color plan- are for the dm time, llmvtlx Doodx. 
which is on 5:30-6:00 p.m. every weekday w ill bo in color daily in a 
mo.ve aimed at ABC- Mickey Mouse Club. NBC will al-o tele\i-c 
certain feature- of llnrne (Monday-Friday. 12 noon-l :00 p.m.) in 



MICklO MOl SK CM 1$, ABC TV. will «hc network .olidli -pon-orc-il mntinn* 
Mock (5-6:00 p.m.. M-F). For ilinlimo lineup n»-\t fall »«•»• n*-M h»nc (I 1 Jnl>) 

YOl '\.\, M'.M'.H (.FT HICII. CBS TV. U new -ilnntiou ruimiB Marring Phil 
STnrr* (8:30-9 p.m. Tin 1 -.). CHS i* making nio-I **\t«*n»Nc ■x-liriluli- elianpe* 

l'EUHV CO.MO SHOW. MIC TV. i« aliinnp latent switrlu-. on in l«ork». Hour 
>ho» (??-9 p.m. Sal.) i« -lolteil l<> counter CHS T\ lineup, ha- ninlli »pi»n-«>r- 

FI.FCTROMC.A.M IS IK' MONT IIOPF for m\1 -en-on. It'- -lumn in n-e here 
Minnltaneoti-h petting Hx <• image and filming epi-oile on "dipt urn A iilen." 
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mlor on a regular daily basis starting 
lli is summer: some segments oi this 
pre rain have already been colorcast. 

Several of the MCA A football games 
will also he televised in color, savs 



FALL TV LINEUP: 1955 

There's big crop "blf new shows com- 
ing on the networks at night. Here's 
the picture at SPONSOR'S presstime 



Sarnoff perhaps three or four before 
the end of the year. 

As for CBS TV's color schedule, that 
network plans "a minimum of two 
weekl) shows in color on a regular 
basis this fall." according to Jatk Van 
Volkenburg, CBS TV president. Once 
every four weeks, one of these shows 
will be Chrysler's Shower of Stars 
I Thursday, 8:30-9:30 p.m.) which 
continues its color run from this past 
season. Most of the 10 Saturday night 
(9:30-11:00 p.m.) Jubilee shows set 
for the 1955-56 season will be in color, 
says Jim Shattuck, CBS TV network 
sales manager for color. The Ford 



Dealers will bankroll this new series 
of extravaganzas. 

In addition, all or at least segments 
of Omnibus (Sunday, 5:00-6:30 p.m.) 
are slated for color. Other shows to be 
colorcast will be announced. 

Indicative of booming automobile 
.^ales is the fact that four of the five 
big-production evening shows — the 
three "specs" on NBC TV, and Shower 
of Stars and Jubilee on CBS TV — will 
be bankrolled by auto sponsors: Ford 
Motor, Ford Dealers, Chrysler and 
Oldsmobile. 

As for changes in the fall schedule 
which have taken place since last issue, 
here is a rundown: 



Heavy type mdle.it' 5 new shows in slot. See footnote 
Blank means show is not yet s-et 



7 

pin 

7:15 



7:. '10 



7:4i 



it 



8:15 



»:30 



8:15 



9 



9:15 



»:'IO 



9:i5 



10 



I n 1 



10.51'! 



10: 15 



SUNDAY 

ABC CBS NBC 



You Asked 
For H 
Skinny Peanut 
Utr. I>|v.. Best 
Foods 
Guild. Baseom 
A Bonfiglt 



Feature Film* 
730-9 
(Package not 

Mt) 



Feature Film* 

730-9 
(cont'd) 



Chan** 9i a 
Lifetime' 
t nwm Drug , 
Lentherle 



NVL 



LAN . 
CAW 



Club 



• k' 1 Itnnk 
it <»■ 



Lassie 

Campbell Soup 
By F BBDO 



Jack Benny 

alt. with 
Private Bec'y 
Amer. Tobacco 

ny- f nnno 



Ifs a Great 
Life* 
Chrysler- 
Plymouth Dealers 
McCann- 
Hy-F Erlekson 



The F..1 Sullivan 

Show 
Lincoln -Mercury 

Oealers 
NY U KA& 



OK Theatre 
General Electric* 

ny i,af nnno 



Alfred Hitch- 
cock Pruanti" 
Hy-F YAR 



Show not 
Art Ided * 
P Lorlllard 

YAR 



ttffca! ( M Line 7 
BAKi .flnn IUi J 
f < M miei lor 
YA K Ra )e 



Trontlera* 
(3 weeka In 4) 
Reynold! Metals 
NY-F Seedt 



Colgate Sunday 
Hr. 

(3 weeks In <1) 
ColE.-Palmollve 
IfY LAF Esty 
Spectacular! 
IN COI,OR 

7:30-9 
11 week In 4) 

Sunbeam ; 

Maybelllne ; 

Louis llowe 

Pen-In Paus: 
Cordon Best ; 

NY L D-F-S 



TV Playhoute 
Goodyear; 
Phllco 
(all. Hnoncori) 
Y&R: 

NY h llulrliln* 



I-oretta Yfunit 
Show 
Proeter A Gamble 



NY-F 



nA.11 



MONDAY 

ABC CBS NBC 



Kukla, Fran & 
Ollle 

co-op 

Ch-L 

John Daly. Newa 

Miles Labs 
NY-L Wade 



Kid film show* 

(tentatively 
Jungle Jim or 

Shrenn. Queen of 
the Jungle). 



Tv Reader' 1 

Digest 
Studebakcr- 
Packard 
NY 1, RAR 



Volte of 
Firestone 
Fired tono Tire 
NT I- Sweeney 
(ilmul) & James 



Tltls TBA" 
Clba Pharm. 
Klesewottsr. 
Baker, Hage- 
dorn & Smith 
NY-LA F 



Doug Edwards 
News* 
Amer Home Prods 
NY-L BB&T 



Robin Hood* 
Johnson A 
Johnson: Wlldroot 
YAR; BBD0 



Burns A Allen 
Carnation; 
Goodrich 
Erwln, Wasey: 
Hy-F BBDO 



Talent Scouts 
OBS- Columbia; 
Llpton 

Bates; 
NY-L YAR 



1 love Uicy 
Proctpr&Oamhle; 
General Foods 
BB&T; 
By F YAR 



Decombcr Bride 
General Foods 
NY-L BA11 



Sludlo One 
Westlnghouse 
McCann- 
NY L Erlekson 



Tony Martin 
Assoc. Proda. ; 
Webstar- Chicago 
HyL Grey, 
J. W. Shaw 
News Caravan 
R. J. Reynolds 
NY-L Esty 



Sid Caesar 
(8-9; 3 «*s In 4) 
Amer. Chicle; 
RCA: Sneldel 
D P-6; K&E; 

NY-L SSCB 

Producer's 
Showcase 
(Spectaculars) 
IN COLOR 
8-8:30 
(1 week In 4) 
Ford; RCA 
NY-L KAF, 



Medic 
9-9:30 
(3 weeks tn 4) 

Pow Chemical 
lly-L MacManuB 
John A Adams 



Robert Mont- 
Komsry Presents 

9:30- 10:30 
S. C. Johnson ; 
Schick 

NLAH ; 



NY 



KAF. 



Robert Mont- 
gomery Prosents 
0:30-10:30 
(cont'd) 



TUESDAY 

ABC CBS NBC 



Eukla. Fran 
& Ollle 
co-op 

Ch-L 



John Daly News 
Tide Water Oil 
NT-L Buchanan 



Warner Brothers 
Presents* 
(730-830) 
Liggett A Myers; 
GE; Monsanto 
CAW; Mai on, 
YAR; NL&B. 
Hy-F Gardner 



Warner Brother* 
Presents* 
730-830 
(eont'd) 



Wyatt Earp* 
Parker Pen: 
General Mllla 
Tatham-Lalrd; 
NY-F D-F-S 



Make Boom for 

Paddy 
Amer. Tobacco; 
Dodge 

SSCB; 
NY-F Orant 



DuPont Theatre* 
DuPont 

BBDO 



Name's the 
Same* 
Raliton-Purlna 
Guild, Batcom 
Jk Bonflgll 

NY-L 



Doug Edwards 

News* 
Amer. Tobacco 
NY-L SSCB 



Name That 
Tune* 
Whitehall Dlv. 
Amer. Home 
Prods. 



BB&T 



Navy Log* 
Sheaffer Pen: 

Maytag 
Seeds', McCann- 
NY-F Erlckson 



You'll Never 
Get Rich* 
(Phil Silvers") 
R. J. Reynolds; 
Amana Refrlg. 
Esty; Maury, 
Lee A Marshall 



Meet Millie 
(Tentative: 
sponsorship 
to be set) 



Red Skelton 
Pet Milk; 
S. C. Johnson 
Gardner; 
Hy-F NLAB 



Ths $84,000 
Question* 
Revlon Prods. 
NY-L Welntraub 



See H Now 
(Sponsorship 
to be set) 
NT-IJIiF 



Dfnah Shore 
Chevrolet DIrs 

Campbell- 
Il.v-L Ewald 
News Caravan 
R. J. Reynolds 
NT- 1. Esty 



Milton Berle 
(9-13 shmvs) 

Martha Bay* 
(13 shows) 
8-9 

Sunbeam; RCA; 
Whirlpool 
Perrin-Paua; 

NY-L K&B 

Bob Hope 
(8-8 shows) 
Dinah Shore 
(2 shows) 
Chevrolet 
Campbell- 
NT- L Ewald 



Fireside Theatre 
Procter * Gamble 
NY-F Cempton 



Armstrong Clrtle 
Theatre ; alt. with 
Pontlsc Hour* 
9 30-1030 
Armstrong Cork ; 
Pontlsc 
BBDO: MKM, 
NY-L JAA 



Armstrong Clrtle 
Thsatre; alt. with 
Pontlae Hour* 

9:30-1030 
(cont'd) 



Big Town* 
Lever Bros.; 

A.C. Spark Plug 
SSCB. McC-E, 
0BM : Brother 

NY-F 



I 'a lit- 



iajMMat »h|ch chance llsif ijoti 



or network. Inclndlni new shoitt and chanen starling late "this reason. Where shmts have multiple sponsors, agencies arc 



• The Borden Co. will sponsor The 
People's Choice, a film series with 
Jackie Cooper, in the same NBC TV 
(Thursday 8:30 p.m.) slot in which it 
bankrolled Justice last season. 

• Quaker Oats came in as the al- 
ternate sponsor of ARC TV's Ozzie and 
Harriel (Friday 8:00-8:30 p.m.), shar- 
ing with Hotpoint. 

• The R. J. Reynolds-sponsored 
Bob Cummings Show switched from 
NBC TV to CBS TV in the Th ursdav 
8:00-8:30 p.m. period. 

• Toast of the Town (CBS TV) title 
will be changed to The Ed Sullivan 
Shoiv. 

• CBS TV has four shows with 



sponsorships not yet set: Ed Murrow's 
See It Now; Meet Millie; My Friend 
Flicka and Cochise the Apache Chief 
(tentative title). NBC TV on the other 
hand, lias its nighttime sponsors 
"firmed up" but a few shows unan- 
nounced: Campbell Soup's on Friday, 
Swift's on Saturday. 

Not yet on the schedule but definite, 
nevertheless, is ABC's new MOM Pa- 
rade. This is the network's third movie 
ticup and its second new Hollywood 
program for the season, the other be- 
ing Warner Bros. Presents. No spon- 
sorships of MOM Parade had been an- 
nounced at sponsor's presstinic. While 
Saturday is still open on ABC, the web 
hopes to sell a drama hour then. * * * 



DuMOINT fall evening lineup 
al present comprises 
three sponsored shows 

In llie iitldkl of a rvvanipliit; of It* 
nrtwork operation Do Mont is seeking 
to aril sponsors on converting lllrir 
shot,* lo film via the s Mco-filni cam- 
era, lite Electronic am. If successful, 
lHi Mont shows would tend lo be 
plart-d on a spot liasls and It* net- 
work character would he eliaiiKrd. in 
addition to the nighttime shows listed 
below, l)u .Mont reports It has hopes 
of selling four to tlx more. 

Life Heprtns tt 80. Sundays, 0:30-10:00 
Sponsor. Seruten; Agency. Kletter 
Origination: NY; IIts 

Professional Boxing. Mondays. 9.00 
to conclusion 

Co-op. orlitlnetlon: NY, lire 

At Ptngslde. Mondays., following botlng 

Co-op. origination: NY, live 

Studio 57. Tuesdays. 8:30-9:00 

Sponsor, Helm.; Agency, Mexon 

Origination: NY, live 

What's the Story*. Wednesdeys. 8 8:30 

Sponsor. Du Mont Lebs : Agency, direct 

Origination: NY. live 

Professional Football, Saturday evenings 

Sponsorship not set 

Origination: various, live 



SDAY 

BS NBC 



Edward . 

ftWl* 

a nit. 

p Ludgln 



Pie, tht 
I Chief 
Korshlp 
t set) 



if A His 
islands ( 
:i-8 

% Co.: 

1 Motors; 
Isbury 
1 JolumbU 

A Cellar , 
i Burnett; 
* Bite* 



B 

Ullonalre 
Igate 

Eety 



t » Secret 
r. Reynolds 



Coke Time 
Coc»-Col» 
NY-L D'Arcy 

Newt Caravan 

Plymouth 
NT-L Ayer 



Screen Dlraetors' 
Plsyhouse* 
Eastman- Kodak 
NY-F JWT 



Eety 



Father Knows 
Bast' 
P. Lorlllard 
NY.F YAR 



Kraft Tt 
Theatre 
Kraft Foods 
NY-L JWT 



This Is Your 

Life 
Hazel Bishop; 
Procter A Gamble 
8pector; 
Hy-Ii Compton 



THURSDAY 

ABC CBS MIC 



Kukia. Frail A 
Ollle 
co-op 

Ch-L 

John Daly, Newj 
Tide Water Oil 
NY-L Buchanan 



Lone Banger 
General Mills 

(alt. sponsorship 
to be set) 

NY-F D-F-B 



filth oo Sheen* 
Admiral 

Erwln, 
NY-L Wasey 



Stop the Musle* 
Quality Jewlrs 

Neeehl 
NY-L Gray 



Star Tonight 
Brlllo Mfg. 
NY-L JWT 



Doug Edwards 

News* 
Amer. Tobaeeo 
NY-L SSCB 



8gt. Preston 
of the Yuken* 
Quaker Oats 
Wherry, Bakor 
NY-F A Tllden 



Bob Cummlngs 

Show' 
R. J. Reynolds 
NY-F Esty 



Climax 

(3 weeks in 4) 
Shower of Stars 

IN COLOR 
(1 week In 4) 
8:30-9:30 
Chrysler 

McCann- 
Hy-L Ertckson 



Climes ; 
Shower of Stars 
8:30-9 :30 
(cont'd) 



Four-Star 
Playhouse 
Singer Sewing; 
Bristol-Myers 



NY-F 



YAR 



Dinah Shore 
Chevrolet Dlrs. 

Campbell- 
Hy-L Ewald 

Ne«a Cararsn 
R. J. Reynolds 
NY-L Esty 



You Bet Your 

Life 
DeSoto Motor 
Dir.. Chrysler 
NY-F BBDO 



The People's 
Cholae* 
(Jackie Cooper) 

Borden Co. 
NY-F YAR 



Dragnet 
Liggett A Myers 
NY-F CAW 



Ford Theatre 
Ford Motor 
NY-F JWT 



Johnny Carson 
Shew' 
Revlon; 
General Foods 
Wslntraub: 
YAR 



Lux Video 
Thestre 
10-11 
Lever Bros. 



Hy-L 



JWT 



FRIDAY 

ABC CBS IVBC 



Kukla, Fran 
A Ollle 

co-op 

Ch-L 



John Daly, News 

Miles Labs 
NY-L Wade 



Rln Tin Tin 
National Biscuit 
Hy-F K&B 



Ozzle A Harriet 
JTotpolnt 
Quaker Oats 
NY-F Meaon; 

JWT 



Treasury Man In 
Aatlon* 
Chevrolet 
Cambell- 
NY-F Ewald 



Dollar a Second 
Mogen David 
Wine 
Weiss * 
NY-L Goller 



The Visa 
Sterling Drug 
NY-F D-F-8 



Dewn You Co' 
Western Unlen 
(alt. sponsor) 
NY-L 
Albert-Frenk- 
Guenther-Law 



Doug Edwards 
News* 

Pharmaceuticals 
NY-L Kletler 



My Friend 
Flleka* 
(sponsorship 
to be set) 



Meme 
General Foods 
NY-L BAB 



Dur Miss 
Brooks* 
General Foods 
Hy-F YAR 



Crusaders' 
Proctor A Gamble 
R. J. Reynolds 
NY-F Esty 



Sehlltz Play- 
house* 
SehllU Brewing 
NY-F LAN 



The Lineup 
Brown A Wmsn: 
Procter A Gembie 
Bates: 
Hy-F YAH 



Person lo Person 
Amor. Oil Co.; 
Elgin Watch 

Ksti: 

NY-L TAR 



Coke Time 
Coca-Cola 
NY-L D'Arcy 

News Caravan 
Plymouth 
NY-L Ayer 



Truth ar 
Cansequences* 
P. Lorlllard 
Hy-L LAN 



Life or Riley 
Gulf Oil 
NY-L YAR 



Big Story 
Amer. Tobacco;' 

Slmonlz 
NY-LA F SSCB 



New program* 
Campbell Soup 
BBOO 



Cavalcade of 

Sports 
10 pro to concl 
Gillette 
NY-L Maion 



Red Barber's 

Cor sor* 
(10:43 or at 
tonel of fight) 
State Farm Ins. 
NY-L NLAB 



SATURDAY 

ABC CBS NBC 



Gene Autry 
Wm Wrigley Jr 
NY-F ' R&R 



Beat the Clock 

Sylrtnla 
NY-L JWT 



Stags Show* 
Nestle: 
PAG 
Bryan 
Houston: 
NY-L Compton 



The Heney- 
mooners* 
Bulck 
NY-F Kudner 



Two for the 

Money 
P. Lorlllard 
NY-L LAN 



It's Always Jen* 
(3 wks in 4) 
t JO- 10 
Procter A Gambia 
Compton 

Jubilee* 
10 shows, most 
IN COLOR 
(i wk in 4) 
tJ0.ll 
Ford Olrs. 

JWT 



Gwnsmoka* 
10-10-30 
(3 weeks In 4) 
Llgattt A Myers 
CAW 



Now program* 

Swift 

JWT 



Parry Coma* 
Dormeyer; 
lnt'l Callueotton: 
Nenema Cheat. 
J. W. Shaw; 
FCAB: 
NY-L SSCB 



Paepls Are 
Funny* 
»-»:30: 3 wks In 4 
Tenl; Paper- Mats 
Burnett; 
Hy.F FCAB 

Jimmy Durante 

Show 
9-30-10; 3 ftks 
in 4 Teiu Co. 
Uy L Kudner 

Spectarolart 
IN it)U>K 

9-10:30 
(1 wk in 4) 
Oldsmoblla 
NY-L Rrochor 



Gc-orre Oobol 
(3 weeks In 41 

K rmour . Prt M I k 
FCAB; 
liy L Csrdoer 



Dsmnn Runyoo Your Ull Parade 



Theatre 
(3 weeks to 4) 

Anheuser-Busch 
NY F D'Arcy 



Amtr. Tobacco; 
Warnsr-Hudnut 

BBDO; 
NY-L KAE 



Jrder a< clients. Originations: NY' means New York. Hy means Ilollywood. Ch means Chicago, i, means live, F metns film. All times ara Keitem Standard. 




HEPENDEiMIK ON Jl KE HOX FIGURES, 
KECOKD AM) SHEET SALES MAY BE KISKY 

Mamie Van Doren and Tony Curtis in scene from 
Universal International's "All American" symbolize 
youth's passion for juke box. It is juke box "plays," 
record and sheet sales which are major factors in 
"top 10'' listings of tunes. Ohio Stale study finds 
thai teenagers and adults in early twenties buy 
more records and sheet mu-ic and play juke box 
more often than any other segment of population. 
Thus shows based on top 10 songs may have inherent 
youth appeal with less attraction for older adult'. 



Docs radio play Hie wrong music? 

Stations which program only '"lop" tunes may be neglecting majority of 
daytime audience is provocative f hiding of Ohio State University study 



M " llierc a radio market that does not know at least one 
lop- IO-or-20-luiies-of-lhc-wcek-t) pc show? For years many 
Matinns throughout the. country have adhered to the sup- 
posedly surefire formula: build you i program schedule 
around tlic currently most popular songs and you can't go 
(ill w l ong. 

Now ;m Ohio Slate I imeisity study reported here ex- 
<lu-i\(l\ for the fir- 1 lime suggests that lliis approach to 
recorded diows may he narrowing audience opportunities, 
parlie ularly in the da) time. 

1 he Mud), covering female music preferences in Cohim- 
Imi-. Ohio. ofTf Ts some provocate e findings of interest to 
sluiioii'.. advertisers and agencies: 

1. Daytime mush shows that aim at the \ oiinger set arc 
^hooting for a minority audience, since teenagers never 
make np more than a very small percentage of the audience 



that is at home and available to listen. 

2. Proportionately, teenagers and ) oung people in their 
early twenties buy more pop records and sheet music and 
play juke boxes more often than other age groups; this 
tends to give song popularity lists based on sales art in- 
hcicnl bias toward youthful tastes to begin with. 

3. The jumpy, noisy pop stuff on which the teenager 
feeds is at the bottom of 1 lie preference list of the average 
female adult, who makes up the largesl segment of the 
da) time audience at home and available to listen. 

'1. W hile currently popular music rates high in female 
preference, so does the "sweet" number, the lu«h orchestra- 
lion, recent show limes, b\ inns and spirituals and standards 
10 to 20 years old. 

5. Stations now concentraling on hit records and teen- 
age-slanted numbers might consider extending the scope 
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of their musical offerings to appeal to a wider range of 
audience tastes. 

The Ohio State study adds up to "case" against over- 
reliance on the top-tunes programing philosophy. Does this 
automatically make every station which stresses top-10 
records programing wrong? You can get a ringing chorus 
of pros and cons as you bring up the subject with program- 
ing specialists, sponsor found in seeking to put the Ohio 
State study into perspective. But this seemed to be the 
concensus among a dozen music specialists (details later) : 
While many stations are over-doing the pop tunes today the 
pop category still has the broadest appeal. However, they 
say, you can't generalize as to what is the right strategy. 
A station may be forced by competitive need to specialize 
on the teenager, for example, as its strong audience core. 

The study was conducted by Patrick E. Welch, a grad- 
uate student in radio-television programing in the Depart- 
ment of Speech at Ohio State University. It was based on 
personal interviews with 2,168 Columbus women and girls 
over the age of 14. Some 70 Ohio State radio-tv students 
made up the interviewer group. All interviews were held 
during the week of 9 May 1955. 

Each respondent was asked to select "types" of music 
she personally "liked" from a list of 18 categories. She 
was also asked whether she had bought pop records or 
sheet music or played a juke box during the preceding 
three months. 

The top tunes approach is widely used. Many stations 
in fact, build their entire progTam structure around the 
top 40 or 50 songs of the week. 

Billboard, Variety and Cash-Box are the standard disk 
jockey sources for popularity information. Each runs its 
own lists of hits in various categories, based in large mea- 
sure on record and sheet sales along with reported juke 
box plays. 

The Ohio State University study showed that in Colum- 
• bus a larger percentage of teenagers — 81% — played "juke 
box" records than any of other age group. The next 
largest age category was the 19-30 group, with 54%. Simi- 
larly, teenagers were disproportionately high purchasers of 
(Please turn to page 92) 



TREND TOWARD WIDER MUSIC RANGE 

Sponsor's "Buyers' Guide" notes trend toward 
broader musical diet, even classical. Guide shows 
789^ of stations answering 1955 survey use con- 
cert music. Still, reliance on hits is widespread. 
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Ohio's Case Against Top 10 Approach 

Tables below sum up case against using lop 10 tune*. They 
also show how types of music can he slotted to take into 
account varying tastes of women, old, young, rich, poor 



I . It's the youngsters who buy the pop record- 
nml sheet mtiMC mid play ilie juke boxes 

WOMEN AGEO 

PERCENT WHO H AO : , 

14-18 19-30 31-45 16-60 

Selected "Juk.- Hoi" record Rl% 5 1% 27% 13% 

Purchased sheet music 30 13 12 IO 

Purchased phonograph record 67 -16 -15 23 

Percentage who had done nnnn of tile 

three, during past three months 10% 28% 36% 65% 



Over 61 
2% 
-1 
9 

RS% 



2. ll»t as women get older they tend to like 
the hot numbers le-s nml less 

WOMEN IN GROUP AGEO 

PERCENT NOTING "LIKING -1 FOR: r "* 

14-18 19-30 31-45 46-60 Over 61 

Currcnlly popular music „ 86% 76% 61% •!«% 29% 

**S**eet" popular music , 38 45 59 66 51 

Familiar liymns or spirituals- 21 30 -13 55 75 

Recent Broadway show tunes 11 52 4S 36 21 

Ilig orchestras^— special arrangements ....32 51 41 36 31 

Music popular 10 to 20 years ago 20 37 42 37 27 

Large choral groups 23 41 35 3R 37 

Marching hand music 21 33 33 10 46 

Musical comedy or opcrclta music 25 40 39 36 31 

Symphony orchestras 16 31 33 31 39 

"Barbershop qnarrtlc" music ..- 18 25 29 41 40 

Weslcrn music .....20 23 30 35 39 

Music popular before 1930 14 22 34 31 37 

Old-time or "country" music 14 20 27 3R 45 

l.nt In-American music 33 35 27 17 9 

"Dixieland" music 32 29 22 1" 14 

Modern or "progressive" jazz music 50 36 17 10 4 

"Jump" or "Jive" music 61 31 20 10 1 



3. Women with more money don't 

WOMEN IN 

' 

PERCENT NOTING LIKING FOR: 



"S»«l" 
Famltla 



Large choral groups 

Marching hand music 

Musical comedy, opcretla music. 

Symphony oreheslraa 

"Barhershop quartctle" music ... 

Weslern music 

Music popular before 1930 

Old-time or "country" music 

Lalin-Amerlcan music 

"Dixieland" music 

"ProgrcsslTe" Jazz 

"Jump" or "Jive" music 

(Figures baled on respondents 19 to years of see 
for variations In sample size of womon of different 



like hot tunes 
GROUP ESTIMATEO AS 



Qh Income 


Lower middle 


Upper 


group 


and low 


middle 


61% 


63% 


62% 


63 


58 


S2 


33 


36 


ta 


77 


5 7 


33 


65 


68 


28 


11 


44 


33 


17 


IS 


30 


41 


39 


si 


67 


so 


25 


56 


47 


21 


34 


31 


30 


14 


19 


3R 


39 


31 


26 


16 


20 


36 


3fl 


29 


23 


31 


25 


21 


27 


21 


19 


19 


IR 


23 



only, tveiehtr'1 to compensate 
ages) 



4-. Morrmrr, there are feu wmngMers itvnilable to listen 
in d:i\time, ulien majority of women at home are o>er 30 

WOMEN PER 1.000 HOMES, AGEO 

NUMBER "AVAILABLE" AS LISTENERS , 

PER 1.000 HOMES: 14-18 

8-10 AM - 16 



10-12 Ml 

12- 2 I'M IO.. 

2- 1 - • •*>•• 

I- 6 .... 65.. 

6- 8 - : 69.. 

8-10 

(Flguni from a study if Columbus tclctMon listening made In April I9H by 
Stephen P ltucll and J.>scph illpliy. Ohio stste Vnlvetsltyl 



19-30 

169 . 

167... 

159 . 

... 161... 

193 

21 I... 

20T... 



3145 46-60 Over 91 

.2 17 157 106 

.2 15 IfcO 116 

.211 15 1 11S 

..229 150 lOl 

.2 15 161 Ill 

. 269 . 193... 127 
.272 191 ... 129 



SOVHCE: Ohio Mute Vnlrenlly iludv May 1913 In Colutmbu!. Ohio among S.10* 
women orer 11. 
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FRANK SILVKKNAII/S OW> CAPTION (pick one): I. "So 
you missed tin; spot." 2. "I know markets are people." 3, "I'm 
happy about the results." i. "I <lo not pose for Alka Seltzer 
pictures." 5. I think reps are fine."' 



BliDO'i Frank Sihernail (above) is among six veteran timebuyers, 
active in the industry before 1910, who sitm up their tips to time- 
buyers in this article. Pioneer buyers stress knowledge of station 
programing, honesty with reps, judgment among other "musts" 



Tips on timebuyiiio 

from 6 veteran haver 

SPOtVSOR asked half dozen of buyers active since 
l?UO for their buying suggestions. Their views 
provide perspective on multi-faceted Imver skills 



JJ^hat does it take to buy time? 

How do you evaluate the dozens of 
facts that go into a buying decision? 

How do you build up the kind of 
reputation for square shooting- -within 
and without your agency — that lets you 
work smoothly with the dozens of peo- 
ple who have a hand in a spot radio 
or tv campaign? 

The answers are important to every* 
one concerned with air advertising: to 
the buyer or account executhe inter- 
ested in evaluating the work of the 
buyer assigned to his account; to the 
buyer himself — and there's no breed in 
the business more interested in con- 
tinuing self-improvement. 

SPO.nsok seeks the answers to ques- 
tions like these constant!) because 
nothing is mote important in the opin- 
ion of its editors than exchange of 
thinking on the technique of spending 
a client's money. And perhaps the 
most exciting set of tips on buying 
we've ever encountered has emerged 
from a round of inteniews with some 
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pioneers of tiiuebm ing. six men and 
women who've been active in buying 
or related fields for 15 years or more. 

sponsor's panel of timebuying pio- 
neers were suggested in a poll of other 
prominent timebuyers who themselves 
had long years of industry experience. 
The panel includes: Frank Silvernail. 
Vera Brennan, Scheideler, Beck & 
Werner; Reggie Schuebel, Reggie 
Schuebel, Inc.; Linnea Nelson, Kudner 
(consultant) ; Bill Maillefert, Retry. 

Part of the industry's roster of buy- 
ing veterans who were active in 1940 
01 before, includes: Ned Midgeley, Ted 
Bates; Charlie Ayers, formerly with 
R&R, now ABC; Tom McDermott, N. 
W. Ayer; Frank Coulter. Y&R ; Chet 
Slay bough, Ted Bates; Margaret Jes- 
sup, formerly of McCann-Erickson, 
now retired in San Francisco; Francis 
Conrad, formerly with M< - Cann-Erick- 
son, now with ABC on West Coast: 
Frank Barton. I ennen & Newell; Jack 
Latham, Philip Morris; Wilfred (Bill) 
King. Mathes; Hubbell Robinson, for- 
merly with Y&R, now CBS; Tom 
Lynch, formerly Donahue & Coe, now 
with WMCA ; Robert McNeil. Thomp- 
son Koch Advertising; Carlos Franco, 
formerly Y&R, now Carlos Franco As- 
sociates. 

The broadcast industry these pio- 
neer timebuyers knew in 1940 was a 
far different one from today. National 
spot radio (according to McCann- 
Erickson) leaped from $42 million in 
1940 to S133 million in 1954. Add to 
that another $189 million in spot tv 
billings last year, and there's a picture 
of the industry in 1955. 

There are certain comparisons be- 
tween timebuying a la 1940 and time- 
buying d la 1955 that all the pioneer 
timebuyers interviewed by SPONSOR 
made. Here are some quotes that 
sketch the contrast: 

"Those were the days when there 
were no more than maybe 25,000 peo- 
ple in the radio industry as a whole. 
We knew all the station managers— 
something that's still helpful, but a 
great deal more difficult in 1955." 

"All the rating services and infor- 
mation available in 1955 should make 

iimiiiiniiiiim r!tlHIMfllillllllllllmllr»i'njr<*!i limn tmiilin < ■■ iiiiiiiiuiiiii 

COMING: BUYING BASICS 

sponsor's annual Fall Facts Basics 
issue (11 July) will contain a 
30,000-word book called "Timebuy- 
ing Basics" which condenses the 13 
sessions of the RTES, New York, 
timebuying and selling seminar. 



for wiser buying decisions. Too often, 
however, ratings have taken the place 
of judgement." 

'"We had to evaluate stations virtual- 
ly through our personal knowledge of 
the market, the station management 
and programing character back in 
1910. The buyer today has infinite ad- 
vantages because he has available to 
him more exact precise information." 

"Then as now the good buyer had 
to be both buyer and seller — or educa- 
tor, if you will. But his job of selling 
the air media to clients or agency men 
has become far easier because of the 
growth of timebuyer stature within the 
agency." 

Although the pioneer timebuyers in- 
terviewed agreed on fundamental rules 
for efficient buying, individually they 
stressed different points in giving ad- 
\ice on good time buying procedure. 
Here, then, is tlie background of *ix 
pioneers and their tips. 

Frank Silvvrnall, manager of sta- 
tion relations at BBDO, divides the old 
days of timebuying into the "pie- and 
post Seed Map days." The biggest 
problem for the pre-1940 timebu)er, 
he recalls, was the problem of truly 
evaluating a station's coverage. 

"Station managers used to come to 
New York more in those days," sa_\s 
Frank. "And thev'd bring with them 
mail counts and engineering maps, and 
the buyer had to figure out the cover- 
age pattern from that. Then P&G of- 
fered three packs of seeds for an Oxy- 
dol box top and plotted requests per 
100 homes for every station that came 
in. This seed map gave the buyer a 
more impartial understanding of cov- 
erage." 

In tracing his career. Frank Silver- 
nail likes to say that he "started out 
as a guitar pla)er in 1925" — actually, 
an after-5:00 p.m. job he did while he 
was in sales promotion. He worked in 
one form or another of sales promo- 
tion until he joined Pedlar & Ryan in 
193}> as a timebuyer. From there he 
went to Y&R in 1941 BBDO in 1943. 

Here are his tips on timebuying: 

L Dorit be too slide ride and cost- 
per-1,000 minded. Advertisers and ac- 
count men today tend to be too pat and 
formula-ridden in their broadcast 
thinking. It's up to the media people 
to think more creatively. 

2. See reps and station managers, 
particularly, whenever they come to 
you. Don't keep them waiting— their 

(Please turn to page 0f> ^ 



Flioii and Now" Pictures 
of Buying Veterans 




Liimea NcImmi, Kudner consultant, left, 
at 1910 N\B convention and today 




Ri'Sgii' Scliuehcl, head of own firm, 
in 1910 and with grandchildren today 




Belli Black, Harry li. Cohen's director 
of radio-tv buying, in 1910 and today 




Hill .Maillefert, Ed I'etry radio sales 
manager as buyer before 1910. and now 




Vera Brennan, Scheideler, Meek & \\ er- 
ner head buyer, working ai Uiow 1^10: now 
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Snorkel: why it mad 

Startling, dramatic* demonstrations of its now Snorkel pen on Iiig-na 



E \. was the revolutionary new Snorkel 
pen and the need for visually dem- 
onst rating its unique workings — which 
first drew (he \V. A. Shcaffei Pen Co. 
to television in the fall of 19.52. Since 
then, in less than three years, the com- 
pain s t\ budget has leaped to nearly 
S3.000.000. making Sheaffer the big- 
got network television user among 
fountain pen companies. Before using 
television the company had never heen 
an air advertiser of any size. 

What made Sheaffer's affair with Iv 
blos-om -o fast? \lo.-t important. the 
respoiisiv cness of its sales curve which 
rose to a leconl high in the company'.* 
12-vear hi>torv the fust year tv was 
used. And it has continued to rise. Net 
sale* for the fiscal vear ending 2fi Feb- 



ruary 1954 were 8.5 f ,'e aluad of the 
year hefore. Tor the nine-month peri- 
od ending 30 November 1954, they 
were 1 7.2 higher than in the same 
period of 1953. 

At the time of the last annual reporl 
I 28 Fehruarv 1955) sales stood at 
S27.072.o21. maj well hit S30.000.000 
by next vear. says the company. 
Here is Sheaffer's approach: 
On network tv it bankrolls star-name 
shows aimed at a mass audience — "the 
beer drinkers rather than the guvs who 
have a Martini before dinner/' says 
Sheaffei Ad Manager. Don A. Keed. 
Leading salesman for Sheaffer the past 
two seasons has been Jackie Gleason 
on his Saturday night CBS TV stanza. 
Dave Carrowav. Arlcne Francis and 



Till; I'AMOIS "•WHITE CLOVES" CO.M.MEinCAL for Snorkel is something of a 
cla—ir by now, won much acclaim including a Sylvania \ward. The newer Snorkel com- 
neri ial- are getting awav from demonstration, put stress on prestige and pride of ownership 





Stev e Allen are currently plugging for 
Sheaffer on NBC TV's Today-H owe- 
Tonight trilogy. But come fall. Sheaf- 
fer will change its tv approach some- 
what with the sponsorship of a dra- 
matic documentary series about the 
nav y. Xavv Log, on CBS TV. A quiz 
it currently sponsors on ABC TV. 
Penny to a Million, will also continue. 

In areas not covered by the tv net- 
work effort, Sheaffer has employed spot 
tv announcements and local shows. 
About $200,000 went for this supple- 
mentary video support last year in 
about 28 markets. 

Sheaffer aims for dramatic presenta- 
tion and memorahilitv in its tv com- 
mercials, which are developed hand-in- 
hand with its advertising agencv. Rus- 
sel M. Seeds of Chicago. Its experience 
with one of these, the famous "White 
Gloves commercial for Snorkel, has 
been particularly rewarding. This 
pitch, with its arresting demonstration 
of a pair of white-gloved hands filling 
a "niessproof" Snorkel, has won much 
acclaim including a Svlvania Televi- 
sion Award for 1954. It also sold pens. 

Sheaffer has alwavs placed high im- 
portance on its dealers, Presses the 
importance of a close and friendly re- 
lationship with them. It selects its na- 
tional advertising with an eve to local 
tie-ins. furnishes dealers with merchan- 
dising and promotional aids a-plenty to 
help them benefit from the national 
effort. In addition, representatives of 
the coinpanv and the Seeds agency pav 
regular visits to dealers during peak 
periods of the vear to learn the prob 
lems behind the counter — which thev 
do In doubling as salespeople. 

But it's been Sheaffer's tireless fight 
in the interests of Fair Trade and 
against price-cutting that has won the 
coinpanv the most solid dealer support 
Last vear Sheaffer spent about Si, 000,- 
090 to s( ;I ii(l bv Fair Trade. Adamant 
in its determination not to have it? 
merchandise cut below list price at the 
retail level. Shcalfer has dropped some 
000 retail outlets since it started its 
"war. 

SPONSOR 






twork tv sliows helped Shcai'fcr sales !■ it a record liiji'Ii in one year 



SheafTer feels that its Fair Trade 
battle has resulted in extra sales and 
extra profits through extradotal deal- 
ers. Tv lias aided by getting across 
the established prices of Hiaeffer prod- 
ucts in the commercials. And by ap- 
plying the sales pressure needed to 
mo\e the pens at their list price. 

Sheaffer has some 34.000 dealers, 
selectively limited to department stores, 
jeweln stores, certain drug store, sta- 
tioner) and pen shops. The products 
are not sold in men's clothing stores, 
five-and-ten's. discount houses, premi- 
um houses "or at Cone\ Island," speci- 
fies Don Ueed. 

Where does SheafTer stand in the 
pen market? SheafTer is first in the 
I . S. "fine" or fountain pen market 
in domestic sales, the trade believes. 
Parker Pen is second, though, accord- 
ing to one source, Parker and Sheaffer 
are running neck-and-neck in total 
sales volume (Parker's big export vol- 
ume" accounts for this, it's said I . Wa- 
terman. Eversharp and Ksterhrook are 
also high rankers, while Paper-Mate 
reportedly leads the ball-point field. 

The men responsible for the plan- 
ning of SheafTer "s new high-powered 
ad campaign and the creation of its at- 
tention-getting commercials are Don 
Reed, SheafTers ad manager; Freeman 
Keyes, president of Russcl M. Seeds; 
Russell Young, tv director at Seeds; 
and Lee Marshall, copy chief at the 
agency. Pete Karle, assistant ad man- 
ager for SheafTer has been in charge 
of advertising for the Fineline Divi- 
sion, (to consolidate with SheafTer 1 
Jul\), working with sales manager 
Gene Tro\ . 

It took much painstaking experiment 
and testing- -behind closed doors at 
SheafTer's factory in Fort Madison, 
Iowa — before a perfected model of the 
Snorkel pen was completed in January 
1952. SheafTer considered this new- 
pen just as revolutionary as the intro- 
duction of the first lever-filling pen in 
3913. The Snorkel (originally a breath- 
ing apparatus for submarines) features 
(Please turn to page 74) 




Top SlieaflVr rxeculhe* W aller \. Sheaffer 11. president (above, left I anil C 
board chairman, -lood behind the development of the Snorkel. Don Reed I 
Sheaffer ad manager, fell t\ could be-l lell Snorkel -tor\. For two sea-ons. 
son ga\e ad support ; ihi- fall a documentary drama on (IBS T\ . "Nav> Lou. 



raig Sheaffer, 
far right » is 
Jackie (llea- 
\v ill he n-ed 



Good dealer relations have always been stressed by SheafTer. Local tie-in support for 
tv effort, plus the company's determined fight to uphold Fair Trade, help win dealer loyalty 

GREAT NEW BALLPOINT 
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In 2 1st wevli of 20-wccU tv test: 

Ire M sales 




Past (wo sales periods each hit llio 1,700-dozcn mark. Is lliis maxim mil market i 



JJ^ith onl)' five weeks to go in the 
26-week Hurnham & Morrill tv test, 
sales continue ahead of last year hy 
slightl) over l(X) r r . These are the 
campaign highlights in television weeks 
19 through 21 (first half of June). 

|. CURRENT SALES: Hurnham & 
Morrill sales in the Green Ray, Wis., 
trst area continued ahead of last year 
in the first half of June. The jump 
was not as impressive, however, as in 
the last half of May which was 328% 
ahead of the same period last year 
when no television was used. First- 
half June sales were ahead by only 
109.8%. 

The reason for the decline in per- 
centage gain over last year is not to 



be found in greatly reduced sales, how- 
ever. Actually the 1-15 June sales of 
1.710 dozen cans of B&M products is 
only slightly below latter-May's total 
(1.755 dozen). But last year's sales 
during the first half of June were con- 
siderably up over latter-May 1954 
(815 vs. 410 dozen). To continue at 
a 300% gain, therefore, B&M sales 
would have had to hit over 3.260 doz- 
en cans or almost double the best two- 
week sales record for 1955 thus far. 

Why didn't they? The answer may 
lie in the fact that there is a plateau 
beyond which advertising cannot push 
the product in a short period because 
of its high cost and relatively un- 
known status in the Green Bay, Wis., 
area prior to tv. The figure of about 



1,700 dozen cans sold may be about 
as high as sales will go during any 
remaining half-month period in the 
26-week tv test. 

During the latter half of June B&M 
sales would have to shoot over 1,700 
to exceed last year's sales during the 
second half of June. Reason: A spe- 
cial promotion allowance last year in 
the first two weeks of June brought 
B&M sales up to 1.765 dozen eans. 
There will be no similar allowance dur- 
ing the same period this y ear. 

Last year's allowance came to 50c 
off each case of B&M products. It 
was designed to encourage promotion 
of the products during the warm- 
weather months when sales of beans 
are at their highest. 



II 1 IOI% 



1955 SALES AFTER 21 
WEEKS OF TV: I 1,164 DO/IX 



IT, I s\i.i;s |*() l{ SAME 

I'LRIOI) i NO TVi : 7,0.*t.> IN>/I \ 




lateau point? 

iorh now in half a month? 



This year B&M will make a similar 
allowance, starting after the television 
test is over on 23 July. Television will 
he on its own from 15 June through 
23 July competing against a period 
last year bolstered by the 50e allow- 
ance. 

2. TOTAL SALES ; For the entire 
21-week period of television advertis- 
ing (starting 24 January and running 
through 15 June), B&M sales are ahead 
101.3%. Sales in 1955 totaled 14,164 
dozen cans of all test products. Sales 
for the same 21 weeks last year were 
7.035 dozen. 

The test products are the 18-oz. size 
of B&M beans, the 27-oz size and B&M 
brown bread. These products received 
little or no advertising last year in the 
Green Bdy area (with the exception 
of scattered insertions within large co- 
op newspaper ads by grocers). The 
only change in marketing tactics in- 
troduced to the region this year has 
been the television campaign which 
represents a $12,500 expenditure over 
the 26-week period. The station used 
is WBAY-TV, Green Bay, a Channel 
2 CBS TV affiliate. Campaign consists 
of six one-minute announcements week- 
ly aired mainly during daytime. 

Commercials are prepared by 
WBAY-TV, using copy points supplied 
by B&M and its agency, BBDO, Boston. 

3. AGENCY'S OPINION: Bum- 
ham & Morrill's sales v.p., E. R. El- 
well, commented in sponsor's last is- 
sue on the enthusiastic reaction Green 
Bay-area sales have been getting al 
the Portland, Me., headquarters of 
B&M. Similarly down at the Boston 
office of BBDO, sales are regarded as 
incontrovertible evidence of televi- 
sion's effectiveness for the product. 
Burt Vaughan, BBDO v.p. and head 
of the Boston office; Richard O. Howe, 
account supervisor; and Ralph II. 
Woodfall, account executive, have fol- 
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lowed the test closely. They are rushed 
advance copies of each issue of spon- 
sor to keep them abreast of sales fig- 
ures which come to sponsor every two 
weeks as quickly as they can he tab- 
ulated by the Otto L, Kuehn Co. of 
Milwaukee, B&M broker for the Green 
Bay region. 

Ralph Woodfall's observation on the 
B&M test thus far points up the unique 
nature of the campaign, lie told spon- 
sor: "It is Unusual to get such a clear- 
cut case of results from an advertising 
medium. I don't know how you could 
cry down tele\ ision's role as the only 
factor creating the increase*.' 

It was Woodfall on whom Haydn 
Evans, WBAY-TV general manager, 
made his lir>t call when selling the 
B&M test idea almost two \ears ago. 
"It's remarkable." Woodfall -ays, 
"how closely the test ha- followed the 
blue print set down at that time." 

Both agency and client are thinking 
about the u^e of television in other 
markets for the coming year. Said 
Woodfall: "If this is what television 
did in a small, poor market, what 



would it do in larger and better B&M 
markets?'' 

J. MACKCKOIXU: The B&M tv 
test provided SPONSOR with an oppor- 
tunity it bad long sought to report on 
a test campaign while it was happen- 
ing. It is believed to be the fir>t ca-e 
of a national advertiser testing a me- 
dium with simultaneous coverage of 
the results in a trade publication. 

The Green Bay. W is., area in which 
wholesale sales are measured and re- 
ported to sponsor's readers is an es- 
pecially poor one for B&M. Reason: 
B&M is an oven-baked bean which up 
till now in this area was bought by a 
small circle of con.-umerf only. The 
lower-priced can-cooked l>c.m- i Camp- 
bell's. Heinz, etc.) enjoyed the big 
-ales. B&M. moreover, is the most 
expensive oven-baked bean mi the nun- 
ket. lis >ale> are -trotige-t in New 
England where oven-baked beau- arc 
a tradition. 

Reader-, with question- on B\M"- 
approach are invited to -ubmit them 
to sponsor, 10 K. 19th St. N'.Y. * * * 
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Automotive 

*Bi,i Bill" Gardner, Milwaukee 
B i> k dealer, roped in first 
I ri/i' in unto noliv* for his cow- 
liov t\|n- announcement cam- 
paign hut \\ 1-1 Ml'. Milwaukee, 
which made Gardner Bniek llie 
mniiher "iie \\ i-< onsin dealer 





Mail order towels 

John W. Black and his mail staff 
daily cheek mail orders pouring in as 
result of Black's KDKA Pittsburgh 
announcement campaign. He ha- 
more than doubled hi* *ale of special- 
cloth tea towel* since he switched 
from direct mail to spot radio 



Local radio's strength: 
the cash-register proof 



PART TWO 

OK TWO PARTS 



Seven prize - w inning* local ease 
histories sliow dollar pull of ratlio 



f lien s niic statement, above all 
dilicrs. which tvpifies llit- local dealer s 
advei ti^Hio philosophv : "1 Inn the me- 
dium which produce* a dollar sale at 
llie lowest pn-'-ililc co<[. 

\ud there s one comment eveiv one 
of the fi i ■ -I - 1 > i i/e winners in the H \1? 
1 1 . i < 1 1 < i Cel> !?<-■ — ij It — ■ < onicst made: 

K mIki put lin ed «-;il<"» for me more 
I e I I lli. in iiu other medium. ' 

In i, ill one of article i 1 .'{ June 
I ') i i M'o\s()|{ ;inal\/ed the- approach 
and '^tailed tin re-ulls of winners in 
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six of the RM) categories I see box). 
The remaining seven first-prize winners 
are covered in this article. 

I hese a>e histories, chosen by 
K\Hs panel of judges as illustrative 
of effective local radio advertising, can 
he used by agency men to show nation- 
al clieifls the support and enthusiasm 

io 



local dealers will give to radio. Kadi 



is a powerful advertising medium, 
these winners agree. The thing 

i- to use the medium so a* to take ad- 
vanlige of specific market conditions: 



Drugs 8c Product 

Louis Cohen I left), president of the drug 
chain, and baul Cohen, secretary-treasurer. 
WCIlN Charleston, A S2.700 WCI1> sell, 
-old $170,000 worth of to\s for tlieni. 




listening habits, program preferences, 
competitive factors. 

Here are seven ease histories that 
show local radio s effectiveness in sell- 
ing seven different types of services 
and products : 

I. limy stows A firotftirfs; Cohen 
Drug Stores. Charleston. W. \ a., won 
first prize with a Christmas radio cam- 
paign over W CHS. Charleston, W. \ a. 

The Cohen Drug Stores in Charles- 
ton had a serious problem. One of the 
stores' big sellers during the Christmas 
season has always been their large 
stork of small. under-Sl toys. How- 
ever, a Charleston competitor, located 
near the main Cohen Ding Store in the 
citv, was liquidating his toy stock. 
The advertiser bad a twofold problem: 
maintain his level of sales at bis usual 
price: find an effective and cheap ad- 
vertising medium, particularly since 

SPONSOR 




ZINK'S SUPER MARK- 



Amusements 

The Feld brothers, owner* of Super .Music 
Enterprises, pick pop records to be played 
on their W WDC, Washington, I). C. radio 
program-. The Feld sponsored d.j. -hows 
give thorn duel commercial value: (1) 
actual announcements, (21 mentions of 
Super .Music Enterprises where records 
cun be bought by program's listeners 



Dry Goods 

([.. to r.) John OTonnell, 
merchandise manager of Linn & 
Scruggs; Boh King, \\ DZ a / e; 
John Holt, president of depart- 
ment store; Nancy Norman, m.c. 
of store-sponsored show, dis- 
cuss program format that's 
increasing store sales 




Grocery Store 

Cailaril Zink has increased hi* mi per mar- 
ket's sales volume from $185,000 to $225,- 
000 as a res, i|i of hi daily 15-miimle V >LM, 
>alem. Ind., prograui. i "-ec ft K \ H case 
histories in 13 June issue, p. 38) 




he had previously been unable to re- 
late sales to advertising. 

In November, WCHS showed L, W. 
Cohen, president of the organization, 
the CBS-produced film, Tune in T o- 
morroir, to encourage his interest in 
radio. 1 he film plus a sales pitch tail- 
ored to his nseds convinced Cohen, 
and he added the first of his specific- 
to\ -campaign radio schedules to his ex- 
isting sponsorship on W CHS. 

First Christmas toy campaign, from 
7 November through 23 December con- 
sisted of 24 chainbreaks and 18 one- 
minute announcements weekly. In the 
midst of this campaign. Cohen became 
so enthusiastic o\er the results thai be 
added still more chainbreaks for the 
middle of December. He again revised 
the schedule upwards during the third 
week of December, with two additional 
one-minute announcements daily. 

By the end of the campaign, Cohen 
reported a sale of SI 70.000 in toys — 
far in excess of his anticipations, from 
a two-months total of $2,737.34 invests 
ed in WCI1S. Said lie: "It has proved 
to me that our 16 store- could get in- 
creased traffic through radio cheaper 
than through any other medium, reach- 



ing more people per dollar." 

Previously, this advertiser had used 
onlv two radio stations. In Januarv 
1955. beeatise of his successful Christ- 
mas campaign, he houidit 2.500-an- 
nouncement contracts with four other 
radio stations, for a total of 10.000 
announcement-. The stations (WI11S. 
RlucfieH: \\ BTH. W illiamson: 
YVYOW. 1 osmi: ^ WAR. Peckh- ) are 
outside of WCHS priman coverage 
area, and will promote others of the 
16 Cohen stores. 

Cohen added that during his Christ- 
mas toy promotion he had kept his 
other advertising on it* usual level, 
and that he can therefore conclusively 
pin all the increased sales on radio. 

2. I-'iirnilure A floor cn wring: 

Standard Furniture Co.. \lbam. 
Kingston. Tro\ and ^chenectadv. \,\ .. 
won a first prize with announcement 
campaigns over \\ ROW, \lbain. Ni.l . 

For 10 ve.'.rs. Standard Furniture 
Co. wasn't going any place. Then it 
used radio. 

Chester Finehcrg. general manager 
of Standard Furniture Co.. a chain of 
[C.onluuK'd on page '111 
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Decision -makers who want 
strong local impact are 




I'fi to right: Em matt C. McGaughey — Executive Vice President, West Coast, Erwin, W'asey &• Co., Ltd. Paul H. Willis — Assistant Vice President, 
Cnrnation Company. Norman Best — Vice President, Erwin, Wasey & Co., Ltd. Glenn Bohannan — Radio-TV Media Director, Erwin, 
U'asey & Co., Ltd. E. A. Gumpert — Advertising Manager, Milk Products Division, Cnrnntion Co. Walter Davison — IT estern Division 
Sales Mnnnper, Television, NBC Spot Sales. 

Cnndid photo by Elliott Erwitt. Taken at the 
Carnation Home Service Department Test Kitchen, Los Angeles. 




the Carnation Company 
and its agency, 
Erwin, Wasey, are Sold 
on Spot as a basic 
advertising medium! 

Carnation, one of America's top-ranking 
food companies, makes Spot Radio and 
Spot Television a prominent part of its 
master advertising plan. 

Spot is used as a local selling tool in 
specific markets. Guided by sales con- 
ditions in each market, Carnation buys: 

20-SECOND STATION BREAKS: to reach 

nighttime Radio and TV audiences at 
relatively low cost and, in Television, to 
demonstrate uses of the product visually. 

minute participations: to benefit from 
the selling personalities and reputations 
of local Radio and Television talent with- 
in their individual markets. 

Complete flexibility of timing and mar- 
ket selection . . . low costs with high 
sales return . . . arc Spot's basic advan- 
tages for Carnation. Spot can sell hard 
for you, too! 

Ask your agency or an NBC Spot Sales 
representative. More and more advertis- 
ers arc Sold on Spot because more cus- 
tomers arc Sold on Spot . . . and some 
Spots are better than others. 




NBC I SPOT SALES 

30 Rockefeller Plaza. ^ rw )ork 20. V. >\ 
Chico/o Drlroil Cleveland B'oshinflon 
Son Francisco Los Anfelri Charloltr t 
Allonln* Dnlloi' 'Bomar Lourance Associates 



represrnlmp RADIO STATIONS: 



KNBC Son Francisco 
KSD Si. Louis 
WRC B'mhintlon, 0, C. 
WTAM Cleveland 



WAVE Loumillc 
KCU Honolulu 
WRC A Nrur York 
WMAQ Chicafo 



and ihr NBC W*sl«rn Radl* NHwtrk 



representing TELEVISION STATIONS: 



WRC-TV V~oshintlon.D C. 
WNBK Cleveland 
K"TV Porllond, Orr. 
WAVC-TV Louiiiillf 



KONA-TV Honolulu 
WRCA-TV Sew > or* 
WNBQ Chicato 
KRCA Lot Ingelet 



WROB Schenectady. Albanj-Troy KSD-TV Si. Louis 



40 EAST 49TH ST. 

[Continued jrom page II) 

RECORD RADIO MONTHS (Cont.) 
thought \ou inifiht he interested in 
tlic fact that KSOX for both the 
months of March and April has en- 
jnved the highest gross income from 
sale- in the stations history. More 
important, perhaps, our net profit in 
each month has reached a new high 
despite the fad that we are paying our 
emplo\ees between 75 and I00 f r high- 
er hourK wages that we did eight 
\ ear> ago. 

The reason for the increase in net, 
in the face of higher wages and sal- 
aries is the use of automatic opera- 
tion in part and remote operation. 
I his has. of course, necessitated an 
increase in capital investment hut it 
ha.- been well worth it. 

\> to gros.- sales, it is simply a mat- 




ter of aggressive selling with an alert, 
wide-awake sales force. Also the fact 
that we have concentrated in program- 
ing to the out-of-bome audience. 

Fred Rabell 
Owner, Operator 
KSOA 

San Diego, Calif. 

• Main radio sttttiulm rrporl inc refined local 
liu»inc*s. t'or :■ report on Fi-Mlll* radio lias pro- 
duced for a variety of hical clients sec article. 

• Local radio's itreuiJtll," SPONSOR, 13 June 
I i>;i|jc ."H and part 2 [liU i..ur, pa^c 10. 



HOW TO SELL SAFETY 

Another big holiday weekend com- 
ing up . . . the 1th of July. Another 
period of slaughter on the highways. 
I believe the nation s radio stations, 
and jou by getting the word to them, 
can help In using a different approach. 
It s an idea which is bard and blunt 
. . . hut, 1 hope, life-saving. 

The majority of radio stations have 



a noon-hour newscast. On Frida), 
July 1st, all radio stations on one of 
their noon-hour newscasts can play 
one chorus of \^ bite Christmas and 
follow it with these simple words; 
"We are playing White Christmas on 
this newscast today for those people 
who are preparing to leave on their 
long Jul\ 4th holiday. Sonic of vou 
will not be around at Christmas time, 
and that's the last time \ou'll ever 
bear White Christmas!!!" 

Very nearly a heartless, cruel ap- 
proach isn't it? But so is death on 
the highways . . . and needless, too. 

Let's use this idea on this big Juh 
4th weekend and see what happens, 

I hope even reader of sponsor will 
accept this plan. 

Lowell L. Jack 
General Manager 
KMAX 

Manhattan, Kansas 
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I. /Veic stations on air* 



CITv t 87ATF 



Call 

LETTERS 



i Channel 
no 



ON-AIR 
OATE 



ERP <kw)" Antenna NET 
Visual («)••• AFFILIATION 



STNS. 
ON AIR 



SETS IN 

MARKET* I 

'0001 



PERMITEE. MANAGER. REP 



TWIN FALLS, IDAHO KLIX-TV 11 30 May 26.9 660 

SAN ANTONIO, KCOR-TV 41 2 June 17.8 350 

TEXAS 



None 



NFA 



KENS-TV 250,976 
WOAI-TV 



Southern Idaho Besto & Tv Co, 
Frank C Carman, pres. 

KCOR-TV. KCOR Inc R. O'Connel 

R. A. Cortez. ores. 
R A Corte*. Jr., v.p 
Wm. P. Smytho. v.p. 
Robert L. Bobbitt. Jr.. v p 



II. Sew construction permits* 



CITY & STATE 


CALL 
LETTERS 




CHANNEL 
NO. 


I 1 
OATE OF GRANT , 


STATIONS 
j ON AIR 


SETS IN 
MARKETt 
(000) 


PERMITEE, MANAGER. RA0I0 REP1 


WICHITA, KAN. 






3 


8 June 


100 905 


KAKE-TV 

KEDD 

KTVH 


148,356 


Wichita Tv Corp. 

George M. Broun, pres. 

Wm. J Mover, v.p.. gen. mgr 


ROSEBURG, ORE.' 






4 


8 June 


5.3 640 


None 


NFA 


Southwest Oregon Tv Best, owned by 

Eugene Tv Inc . 

Oregon Bcstg, 

C. H Fisher, pros 

Wm. B Stftullin. v.p. & treas. 










III. Veic 


applications 






CITY A. STATE 


CHANNEL 
NO. 


OATE 
FILEO 


ERP (kw)"' Antenna 
Visual (ft)'" 


EST1M ATEO 
COST 


EST1MATE0 

1ST YEAR 
OP. EXPENSE 


TV STATIONS 
IN MARKET 


APPLICANT. AM AFFILIATE 


ORLANDO, FLA. 
ROANOKE, IND. 


18 
21~' 


30 
30 


May 
May 


20.9 228 
251 763 


$88,737 
$345,222 


$60,000 
$300,000 


WDBO-TV 
None 


Orange County Bcsters Inc. 
R H Gunkel Jr., pres 
James H. Sawyer, v p. 

Sarkcs Tarzlan Inc 

Sarkes Tarzlan & Family, owners 


CAGUAS, PUERTO 
RICO 


1 1 


6 


June 


29.8 1082 


$20,000 


$120,000 


None 


Supreme Bcsto Co. 
Chester F, Owens, pres. 
Flora Shields Owens, v.p. 



BOX SCORE 

t . S". slalioni on air IIH 

\!ttrl,rts roii red — .» / § 

i . wi 'i ' i \!"v t>."i) :t.».«o. , >,o««§ 

- / hnm, , I I May .">">) .*J.*J,«««,«»«§ 



•Both new c.p.'s and stations Kolnft on the air listed here are those which oreurred between 
2 Tunc nml ID June or on which lul urination could be obtained In thai period, Stations are 
considered to be oli the air when comnicn-lu! operation starts. "'KlTertlve radiated power. Aural 
power usually Is ono half tho visual power. •••Antenna height above, averaco terrain (not 
almvc cround) tlnformnt Ion on the number of sets In markets where not dcsleiiatcd at being 
fr im NVC Hi-scorch, consists of estimates from the station* or reps and must be deemed approil. 
mate. {Data from N11C Research and riannlns. flln most cases, the representatives of a radio 
station which Is franted a c p oUo represents the new tv operation. Since at presstlme It U 
generally too early 10 confirm tv representatives of most srantees. SPONSOR lists tha reps of 
the radio s'ntlxns In this column (when a radio station has been Riven the tv eranl). NFA: No 
fleitrcs available at prcssllmo on sets In market. >\\'lll rchroadcast programs of KVAL.-TY, 
affiliated with AT1C. NltC and Du Mont. ^Allocated to lluntlncton. 
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how to -tell 



The 



There's only one difference between WCCO-TV's summer and winter audience, 
difference is that for the past two summers, more people have watched WCCO-TV in 
the summer than during the preceding winter. 
At a time when better-than-average sales are the pattern, Channel 4 has up 
to 50 per cent more summer viewers than any other Northwest television station. 

For WCCO-TV is a sales -potent member of the Northwest family circle — 
a family increased by a generous share of the 350,000 vacation visitors each summer. 

The year around, WCCO-TV puts your message before more 

s — Northwest customers. Your nearest 

^ ) Free & Peters Colonel will gladly give 

/_ / you complete details. 



I/* i * 




"I./, 



J ''y 1 i'ViV/''V n < )'"» 
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\ew ilevelopments on SPONSOR stories 



She speaks Spanish- 
reads Spanish- 
listens to Spanish radio- 
but, BUYS AMERICAN! ! 




She's one of over 900,000 
Spanish-speaking Mexican- 
Americans in the Texas Spanish 
Language Network coverage 
area. These Mexican-Americans 
have been buying American 
products, with emphasis on 
products that are brought to 
their attention through Spanish 
Language radio. 



TEXAS SPANISH 
LANGUAGE NETWORK 

KIWW XE0-XE0R XEJ 

Snn Anhnim Rio Grande El Paso 
Valley 
Reprntnted nationally by 

NATIONAL TIMES SALES 

New York • Chicago 

HARLAN G. 0AKES & ASSOC. 
Ln Angeles • San Francisco 
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Scq; Summer Selling section: 1955 

Issue* " -^ ar '''' 1 953, page 43 

Slll)JGCt: Advertisers must continue wiling in 
su miner 



Philadelphia's \VP 1 Z ha* been sending out a series of mailing,!? to 
agencies and sponsors plugging away at the theme '■Summer can 
make the difference." The mailings indicate that the advertiser who 
vaeates a market in the summer is just turning the market over to 
his competitors. I sing figures from several sources, the station 
shows that: (1) summer viewing audiences are large. (2) brand 
switching is common in the summer months, (3) retail sales are 
heavy in the summertime, and ( I) smart advertisers keep their 
advertising schedules solidly filled with summer tv. 

The colorfully illustrated mailings with a summer motif consisted 
of five pieces each mailed three da\s apart. The fifth piece was the 
tie-up with illustrations from the others. 




See: Should talent sell? 



Issue: 28 J line 1934. page 36 

Sllllicct: Whether or not stars ought to help 
sell sponsor's product 



When a new department store opened in Levittown, Pa.. Vaughn 
Monroe was on hand to help celebrate the event. He attended as the 
RCA Victor representative, and sold records behind the eounter, 
also autographed albums of his songs. Monroe then starred in two 
shows held in the store's large communit) room. For both shows he 
made his appearance by bursting through a giant paper copy of his 
theme song, "Haeing With The Moon." 

The famed band leader-singer also sold the first HCA telev ision 
set to a customer, and in general promoted good will for the store, 
RCA Victor and his own records. Monroe is HCA Victor's spokes- 
man in radio and television commercials. Jt's a case of a star being 
asked exclusivch to sell. 



Vaughn Monroe turns salesman at opening of a Pennsylvania department store 




SPONSOR 




i ONIAOIM 



SUSSES 



-ro\-Mi]; - . u Tian-it ^y-tem AGENCY: Direct 

\ P - 1 I I' ( W III-TOKV kl\G'.s di.sk jockeys were 
us. , (i i,) me ."en 'lie I runsit System to tell listeners oj 
10 used. gas. hydiaulic busses, now inoperative, uliicli 
lite s\ stem nailed to sell jor S200 each. II ithin 15 
minutes lolloning the jirsl announcement, three queries 
about the busses ii ere received, il illiin 21 hours all the 
busses h tl l.een sold. Hob II oolson, public relations 
director oj the system, said: ". . . it iras one oj the finest 
selling jobs I have ever seen done in Seattle. 



KIM. 



ml., Wa-I 



I'KOfiK \nnoimccments 




results 



FIRST AID KITS 



SPONSOR: Elmira Drug & Chemical Co. .AGENCY: Runey Adv. 

Elniira, N. . 

C \Psl LE CASE HISTORY: The Elmira Drug & Chem- 
ical Company has been a steady IVE\ Y advertiser since 
1952. 7 hey sponsor Charlotle Call*, featuring IIE.XY 
Home Economist Charlotte Runey. Miss Runey made 
one announcement on her morning program (heard 
daily jrom 9:00 to 9:10 a.m.) offering Johnson & John- 
son First Aid Kits to any listener who wrote in request- 
ing one. II i tli 4o hours 292 requests had been received. 
Each program costs sponsor $18.75. 



Y\ EN Y, Elmira, X. \ . 



PROGRAM: Charloile Calls 



SPONSOR: Mitchell Hou-e Drills AGENCY: Direct 

CM'SU.E C\SE HISTORY: A set oj house drills cost- 
ing $2 acre offered on nine Sunrise Salute broadcasts, 
heard Monday through Saturday jrom 6:15 to 6:55 a.m. 
Phil Stevens conducts Sunrise Salute: he integrates sales 
messages uilli his ad-lib conversation. Approximately 
1.750 orders uere received, representing a gross of 
S3. 500. The time cost was $561: cost per order, there- 
fore, $.32. 



KM OX, St. Louis Mo. 



PROGRAM: Sunrise Salute 



SUPER MARKET 



>PON>OK: Jerr>'- Super Market VGENCY: Direct 

( \IM I E ( \M- IHsTuin : Ou ner Long tells of his suc- 
cess uith Dr. Ji\c: "When I first bought on this pro- 
gram join years <igo\ I had a small store uithout selj- 
seriice or (ash i agisters. . . . I have enlarged my store 
three times. I enjoy a supermarket business uith five 
meat cases, neu slu'liing tin on ghoul and three times my 
original jloor sneer. . . . J/y gross has tripled the pre- 
II I) Ik average. Long noic uses five (/uarter-hour pro- 
grams. 10 announcements, a halj hour on Sunday and an 
hour remote jrom his store on Saturday. The cost: 
) a u eeh . 

WJ)\K. < ..luml i-. Gii, I'KOCKWI: Dr. Ji\r 



EGGS 



H'ONMiK; X\ .i-l.ii gh.u I'ai ier- U.KNCl : Hum- Ctanson, 
< n up i ili\e Seattle 

• M'-l II < W IllSlOin: Eyndcn eggs uere selling 
. /;/ ///<■ Inihoingc maihrl alien the II ashinglou 
I i in! is ( n ojieratii i- Issoriat'on decided to do some 
"i I mi iiiisinu I'e-mning in January with two an- 
rioiun i nil a iir, I,, /fir ttunpuign nas increased to three 
(iniiini iii ,1,1s ,, ,/, n ,„ Ipril. hi addition to the an- 
n i m 1 1 1 1 ii 1 1 lln agent \ and sixmsor are conducting a 
I n Mir i in, ■ s a, r ad i rrli sing on kl. \l Eynden sales 
haii ui'irii,, ,.'',1)0',. The schedule cost s 1 .029. 

KIM. \ .1 - \l ka PKOOKWL Announcement'- 



MAPS 



SPONSOR: Troy Saving- Bank VGENCY: Direct 

C\[>M LE C\SE HISTOKV. The Troy Savings Hank- 
has been sponsoring the Monday through Friday 7:30- 
7:45 a.m. newscast for jour years. In an effort to check 
the effectiveness of their radio advertising the bank of- 
fered a new street map of the city of Troy. 30-second 
announcements u ere made jor one week offering the maps 
free to those who visited the bank and jor $.15 to listen- 
ers who would iviite in. More than 1.400 maps were 
given out: only 130 were /('(/nested by mail. Raymond 
k. Meixell, asst. to the president, said, ''Radio news is the 
best advertising buy today." Hank spends $7,020 yearly. 

WTKY, Troy, N. ^ . PROGRWl: Morning Newscast 



WOMEN'S WEAR 



SPONSOR: Field's Apparel Shop \GENCY: Hired 

G\PSILE C\SE lllsTOlH: Field's had never used ra- 
dio to any extent in their advertising. In a test oj night- 
time radio they bought three announcements a- night for 
30 consecutive nights. The commercials were written and 
recorded by their buyer and fashion co-ordinalor. Over- 
all business increased considerably and many sales were 
directly attributed to the radio advertising since items 
in question had not been advertised in any other media. 
Store managei George II. Lehman reported "most satis- 
factory results." This campaign cost FiehTs $300. 

KTl L, Tulsa, Okla. PROCIUM: \nnouncemenls 



I 




Announces the appointment of 



£0,000 watts . , . CBS 



w 



JOHN 
BLAIR 



as exclusive 
national representative 

EFFECTIVE JULY 1st 



Do You Know 
Central California? 

• 

• It's the big market that fills the 
350 mile gap between San Francisco 
and Los Angeles with 2,585,773 
population! 

• 60,263 farms in Central Cali- 
fornia have an average cash income 
of $27,091 . . . over $1,631,877,000! 

• Central California ships 95% of 
the country's wine . . . 75% of the 
olives . . . produces more farm in- 
come than 43 entire states. 

• Here is the nation's richest farm 
market... covered 100% by KFRE. 

• Call your John Blair representa- 
tive for details on the National im- 
portance of Central California. 
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The "experts" ivho long ago proved that bumblebees 
can't fly have been examining network radio. It too, 
they say, is "aerodynamically unsound." But the bees 
aren't taking it sitting down. And neither is network 
radio. Why should it, when... 

Network radio is accounting for 130,000,000 ad- 
vertising dollars a year.' Soft goods dollars, hard 
goods dollars. Dollars from companies just beginning 
to advertise nationally. Dollars from companies whose 
advertising budgets and experience are legendary. In 
fact 20 of the 25 biggest advertisers are using net- 
work radio in 1955. */.' months through March 1!)'j5, Time only. 

Network radio continues to be the most efficient 
way to reach customers. It takes an advertiser's 
message to a thousand people at less cost than any 
other medium. Less than magazines, newspapers, tele- 



vision. And in many new radio formats a nctwo 
advertiser can reach listeners in the evening at a cd 
that's lower than before television came along! 

People have f f f ,000,000 places to listen. (The stoi 
of radio keeps coming back to boxcar figures. ) Aroui 
the house alone, there are nearly 75 million workir 
radio sets: 25 million radios in living rooms, 22 m 
lion in bedrooms, 16 million in kitchens, 4 million ; 
dining rooms, 7 million in other places. 

Radios today are scattered in so many different plact 
throughout the home that only 14 million sets— most! 
in living rooms— have to double up with the TV set. 

With radio now so handy it's only an arm's lengt 
away, is it any wonder that nine radio families or. 
of ten tune in every week. That On the average..,, 




fihey spend more than 17 hours every week with 
tyeir radios. And that's just the listening that goes 
it at home. Add 26 million sets in automobiles, where 
e listening's only begun to be measured. Add another 
I million sets in places people go to work, shop, eat, 
jtiere the turnover is so high nobody even tries to 
_ep track of all the listening. 

hey tune most to network programs — to the kind 
entertainment that only networks can support, the 
nd of programs that make radio worth while: At 
light, listeners want Amos V Andy, Jack Benny, 
ng Crosby, Our Miss Brooks, Edward R. Murrow, 



Lowell Thomas. During the day, Arthur Godfrey, Ma 
Perkins, Wendy Warren. 

Even in the biggest television cities, people prefer 
network radio. Of the top radio programs in TV's 24 
largest markets, 89 per cent come from networks, 
10 per cent originate locally at network stations, and 
1 per cent come from independents. 

Their favorite network is CBS Radio. Listeners 
spend more time with CBS Radio. Advertisers do, too. 
In volume of business this year through March, CBS 
Radio leads its busiest competition by 51 per cent. 



DBS RADIO NETWORK 




DEC JAN FEB AAAR 

A/3C ABC OUMONT 

{Ma*we£36 

<JACKSONV/lLE, 
F LOR/ DA 




agency profile 



President 

Getschal Advertising Co., New Yorn 

"There's need for an agencj that handles the $50,000 to $200,000 
accounts," Budd Getschal, president of his own agency, told SPONSOR. 

"Accounts that size are orphans of Madison Avenue. And, if they 
aren't in a big shop, they're handled by cousins, nephews, uncles, 
etc. That's why 1 opened this agency a few years ago.' 

Among his major air accounts are Sealy Mattress of New York, 
with a budget 70' < in tv, 20% in radio, 10' c in newspapers: 
Darling Stores, retailers of juvenile furniture and toys with 36 
outlets in the Northeastern U.S.; Ludwig. Baumann & Spears; Kil- 
ling Dermetics. Some 50% of his agency's $1.5 million billings are 
in radio and tv. He and 14 staff people sen ice the agency accounts. 

"You can figure about 10 people per million billings in a well- 
operated agency," Getschal explained. 

Although he himself comes from a newspaper family, Getschal 
considers himself among the most air-minded agencymen. As he 
points out, Ludwig, Baumann & Spears, for example, put its entire 
budget into the air media. And a recent independent study of six 
weeks' radio advertising b) LBS and four of its competitors ga\e 
Ludwig, Baumann & Spears by far the highest radio-efficiency ratio: 
315.5% against 138.6'? for the next closest runner-up. 

"Radio is the most underestimated medium.'' concludes Getschal. 

Getschal is a thin man, of medium height. In his early forties, he 
moves \ery rapidly, with a hint of nervous tension about him. An 
amateur photographer during rare free moments, Getschal has one 
fa\oritc subject: son Douglas, a towhead — age three. 

During the summer Getschal spends a minimum of time in his 
Sutton Place apartment, a maximum of time with his fainil\ out 
al Point Lookout. His mid-town offices have something of a home 
atmosphere about them, since the agene\ is located in a brownstone 
in the Fifties. There's no leisure in his work methods, however. 

"What we try to do with advertising is to stress our client's worth- 
while exclusive benefit," says he. "In oilier words, why should con- 
sumers choose oui client's product beyond others? ' 

Recently he used his approach in putting a promotion for Darling 
Stores on The Merry Mailman. W'OR-TV. W ithin 10 days of ad- 
vertising, 15 toy manufacturers had signed up for the plan. 

Gcts( lial's ambition for the agency ? "I say $5 million in billings, 
but actually $3 million will keep me bus) enough.'" 
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Let's Face It! 

Your Iowa Campaign 
Starts With 

KRNT-TV 



DES MOINES 



Your Iowa campaign starts with Des Moines . . . state 
capital and largest city ... the shopping and distribution 
center* . salesmen's home base. And your Iowa 
campaign starts with KRNT-TV, the showmanship station 
with CBS shows that run away with the ratings 
sweepstakes, PLUS Central Iowa's favorite personalities 
with established audiences— and proved power 
to move merchandise! 

Face the facts! The same showmanship savvy that always 
gives you the biggest Hooper and Pulse ratings in Des 
Moines Radio will operate the newest Know-How, 
Co-Now station. . . . KRNT-TV. 

ON THE AIR AUG. 1 . . . FULL POWER! 
KATZ HAS ALL THE FACTS 





a forum on questions of current interest 
to air advertisers and their agencies 



How van prominent tv entertainers best avoid 
a "boom and bust" in their popularity on video 





LESS EXPOSURE— AND ON FILM 
By Ely Landau 

President 
\ntional Telefilm Assoc.. .V. V. 

I believe that too 
many entertain- 
ers who are out 
for a fast buck — 
are over-exposing 
themselves on tv. 
The publie sim- 
ply gets tired of 
seeing the same 
person every day 
or every week, particularly if he's a 
"higb-powercd" type performer. 

J believe that comedians, in particu- 
lar, should never appear more than 
twice a month or even once a month. 
They should obey the old *how busi- 
ness adage. "Always leave them want- 
ing more.' Too much of any one per- 
former no matter how good the per- 
former is no good. 

SecondK. I believe that film will 
prove to be the answer in helping per- 
formers avoid boom-and-bust cycles. 
I lu re is too much strain on the per- 
former and his writers in "live" tv. It 
is impossible to work on a weck-to- 
wcek deadline and still come out on 
top all the time. 

1 lie smart performers - for more 
reasons than one will eventually all 
go on film. They will seek a "level" of 
popularity rather than a sharp peak, 
and will be able on film to retain 
the prodin t of their efforts for many 
wars to come. In that way. they can 
avoid "'bust." W ith taxes the way they 
are lodas. they make a sad mistake 
Irving for the quick "boom" killing 
am how . 

M\ answer is therefore twofold: 
"\\oid meievpoMire on tv ; fihu your 

programs" 




BE AWARE OF CHANCING TASTES 

By James G. Cominos 

V.P., Radio and Tv Director 
Xeedhatu, Louis & Brorby, Chicago 

It is axiomatic in 
show business al- 
ways to leave the 
audience wanting 
more. We have 
seen many of the 
top stars apply 
this truism by ap- 
pearing fewer 
times in a single 
television season than they once did. 
Some of the top personalities have lim- 
ited the number of their appearances 
from the very beginning. 

Other entertainers have changed the 
formats of their programs, sometimes 
to assume a new role or character 
themselves, often to allow other per- 
formers to share more of the spotlight 
with them. It seems evident that these 
are factors to be considered by the 
entertainer whose; show is slipping. 

There are other considerations, too. 
Tv competition is getting more rugged 
each year — new shows and new stars 
appear to compete for the attention of 
the audience. And like other enter- 
tainment mediums, television has its 
trends. Hera use of the impact of tv 
and its great circulation, change oc- 
curs more readily perhaps than in mo- 
tion pictures or in the legitimate the- 
atre. Entertainers must be constantly 
aware of the ever-changing tastes of 



the 



audience. 



Talent's view 

For a first-hand answer to the 
(piestiou, si'O.vsoit went to Carry 
Moore, who has lived with the 
problem. His answer is on page 
90. 



It is true, however, that lower rat- 
ings today than a few years ago do not 
necessarily mean that an entertainer's 
popularity is failing, for any given rat- 
ing today indicates more people view- 
ing a program than did the same rat- 
ing a year ago. While the television 
pie is being sliced into more pieces to- 
day — that is, rating points are spread 
among a greater number of programs 
—the pie itself is much larger than it 
was a year ago. The number of new 
television homes is growing at the rate 
of about 350,000 per month. 

It is interesting to note that the top 
ten tv shows in January 1955 reached 
more homes than the top ten in Janu- 
ary 1954 even though the 1955 shows 
had an average rating lower than those 
of the year before. 

In many enterprises, the successful 
have profited by their own mistakes. 
But so fast-growing and ever-changing 
is the television medium — and so tre- 
mendous and instantaneous its impact 
on the public- -that there is little op- 
portunity to profit from mistakes; it is 
sometimes impossible to survive them. 

Entertainers in television should also 
make it axiomatic to profit by the fail- 
ures — and the successes — of other?. 

GET AUDIENCE SYMPATHY 
By Charles B. Ripin 

Radio and Tr Director 
Maury, Lee S: Marshall, A'. ) . 

To speak authori- 
tatively on a sub- 
ject of this nature 
requires more au- 
dacity than I am 
equipped with. 
However, 1 do 
feel that the past 
few years of tv 
have pointed up 
some salient facts which, if nothing 
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more, indicate a direction to be fol- 
lowed. 

Red Buttons and Red Skelton, both 
afflicted with ''boom and bust" disease, 
are perfect examples of the entertainer 
than can "wow" 'em. They both pro- 
ject, they are veteran entertainers with 
a great talent for what I'd like to call 
the "cartoon comic" type of situation 
and entertainment. They develop a 
passive audience waiting to be made 
to laugh. 

Unfortunately a pie can only be 
thrown about 39 times before the audi- 
ence cries, "Halt!" Therein, 1 believe 
lies the key to the problem . . . the au- 
dience must be made to aetively par- 
ticipate with the entertainer. They 
must be motivated to sympathize with 
the entertainer. As a sympathetic part- 
ner, the audience is willing to "go 
along," for after all these are few peo- 
ple that can't sympathize with them- 
selves , . . and they are forced to sym- 
pathize with a partner. 

Sid Caesar has recently shown an 
appreciation of this thinking by insert- 
ing his "family type" sketches. The 
humor is derived not from "cartoon 
comedy,' 1 but from material taken from 
real life situations which allows the 
audienee to project itself into the skit 
and participate with the entertainer. 

This close identification of an enter- 
tainer with the pfeople in the audience 
and their lives is what can continue to 
produce booms without busts, for it 
touches on the self-interest of the audi- 
ence. And I have never known any- 
one — even a collective audience — that 
didn't have a lot of self-interest. 

SEEK OUT NEW WRITERS 

By Nicholas E. Keesely 
Senior V.I'. Charge Radio & Tv 
Leitnen & ISpwelt, A'. V. 

The "boom and 
bust" for tv en- 
tertainers occurs 
when programs 
suffer from fa- 
tigue, sameness 
from week to 
week, cliche-writ- 
ing, or the stars 
fail to keep their 
Oftentimes, when a 
sensationally sue- 
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v 



personalities fresh, 
program beeomes 



cessful, competition increases and the 
program is bombarded by the rival 
network. Thus, the bigger the star, the 
more pressure placed upon him, and 
the quicker he is likely to fall. 

Also, as the star rises in popularity, 
(Please turn to page 96) 
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Mi\ Station Munugev: 



Are you looking for results from 



your trade paper advertising < 



"Sal 



es 



Results on 
the trip 



were 



excellent" 
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CHANNEL 




JOStPH HtROLD 

Station Manogtr 



March 2, 1955 



Mr. Edwin D. Cooper 
Western Manager 
SPONSOR Magazine 
6087 Sunset Boulevard 
Los Angeles, California. 

Dear Ed: 

I found, while on a sales trip to New York, that timebuyers 
do look at the ads in SPONSOR. KBTV ran a full-page ad in 
the January 10th issue of SPONSOR which coincided with my 
sales trip to New York. Quite a number of timebuyers mentioned 
they had seen the KBTV ad and were quite impressed with the 
story on the program ratings of KBTV. 

Sales results on the trip were excellent and I am firmly con-? 
vinced that our ad in SPONSOR helped to pave the way in connec- 
tion with many of our sales pitches. 

Kindest regards. 

Sincere ly* 



JH:rls 





. 0< 
ilguaeph Herold, 
cation Manager 




lOOO WATTS 
Telephone 3-6428 



CLEAR CHANNEL 
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Charleston, South Carolina 
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Mr. Norman R. Glenn, publisher. 
Sponsor Publications Inc. 
40 East 49th Street, 
New York 17, N..Y... 

)ear Norms, 



I know you like "off-beat" letters. So bear with me and you'll 
fipd this onje fits that classification, 

Lbout thr*ee years -ago we entered into a national promotion 
campaign, using only SPONSOR, with a series of ads pointing up 
our "Pal" trademark and outlining the specialized negro 
programming and high ratings at WPAL. We continued this ad 
schedule for two years. 

During the period in which the ads were running I was constantly 
amazed at the strong identification of our little dog. After our 
ads had been running about six months time buyers would say, 
when I called, "Oh yes, you're from the 'little doggy* station." 

ill this leads up to the fact that since we've been out our 
identification has slipped, and we need the push that SPONSOR can 
provide . 

So we'd like to reinstate our schedule of third page ads effective 

with the first April issue once a month for one year. Lots of 

new time buyers in the business who ought to get acquainted with "Pal . " 

Would- you be good enough to send me a contract — same rate, I trust. 



Oh yes, 



you Ye from 
the little 



Cordi 




Laurens 
Ebcecuti' 



ore 

Vice President 



doggy 



station 



Here's what an ad schedule in SPONSOR does for your 
station. You're in the limel't»lit. And" that's important. 
KW there ate more than •'!()()() sets of tv and radio call letters fijihtin«r for 
-lie t imebuyer "s. account executive's, and ad manager 's attention. Your message 
gets the full attention of these decision-makers in a top-rated prestige magazine 
where 7 out of 10 readers arc in buying yibs (guaranteed circulation 
10,000) and every word of editorial copy is beamed rinllt at 
t!:em. You can't heat a buy like Sl'O.VSOK 
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THE MAGAZINE RADIO AND TV ADVERTISERS USE 




Television is growing in the num- 
ber of stations and sets in this eoun- 
tn . but it is also growing in another 
dimension : It now has a quiz show 
with a grand prize of $(4,000. Rev Ion 
s-ponsors The $64,000 Question on the 
CBS TV network Tuesdays, at 10:00 
p.m. A contestant can answer a total 
of 1 1 questions and walk off with 
$64,000. but unlike the radio show 
The $64 Question, the contestant on 
the t\ version may have any expert 
he wishes help him answer the jackpot 
question. 

\nother variation that makes for 
excitement: A contestant only gets up 
to the $8,000 dollar mark the first 
week, and must wait one week to de- 
cide whether he will go on to the 
$16,000 question. Again after answer- 



ing that correctly, he must wait anoth- 
er week to decide if he'll go on to the 
$32,000 question and a third week to 
decide on shooting for the $64,000. 

To insure fairness in the question 
selection, the questions and their an- 
swers will be chosen by Dr. Bergen 
Evans. English professor at Northwest- 
ern University, and placed in a vault 
of the Manufacturers Trust Co. be- 
tween shows. 

Production costs of the show runs 
Kevlon about $30,000 per week. 

Although the show only began on 
7 June, it already has been accepted 
live by 129 stations. Rcvlon bought 
the show through its agency, William 
H. Wei n traub Co.. and has since re- 
fused several bids by major sponsors 
to go into a co-sponsorship deal. * * * 



Couldn't make the sale — fill 
client almost ran htm over 

Hard sell generally means plugging 
a product very pointedly, but when 
Henry Cheney, sales manager of 
WOWL, Florence, Ala., speaks of hard 
sell he means the job of selling he had 
to do on a client. On his way to serv- 
ice one account, he was almost run 
down by a car driven by a client he 
had been vainly attempting to con- 
tact. Cheney thought fast, and before 
the client could gather his wits. Che- 
ney climbed into the car and calmly 
asked him to sign a contract for a 
certain time and date. The client 
agreed without batting an eye, and 
Cheney made a sale in two minutes 
that he'd been trying to make for sev- 
eral weeks. P.S. The client who al- 
most knocked him down is an insur- 
ance agent. * * * 

0 it e- in i it ii t e sportscast 
on W'XtX for Blatz 

The Blatz Brewing Co. and WXIX, 
Milwaukee, have combined their tal- 
ents to produce a show they say is the 
shortest program in television. Six 
nights a week, Sports Flask is telecast 
at 9:30. The show features WXIX 
Sportscaster Hal Walker, who gives the 
latest scores and reminds viewers that 
they can get all the details on his later 
show. Sports Final, which is also spon- 
sored by Blatz. 

The one-minute show gives the spon- 
sor a chance for a 20-second filmed 
commercial that follows the 40-second 
live portion. The show is easily pro- 
duced since all of the equipment and 
personnel are on hand for Walker's 
regular 10:10 p.m. telecast. * * * 

Itrieily . . . 

When Nebraskans decided they 
wanted a satellite transmitter in the 
area, they didn't waste time. Some 
7.000 of them subscribed an average 
of $22 each to build the satellite of 
MIOL-TV in lloldrege. Neb. The ap- 
plication is now pending before the 
FCC. 

The fund raising took place this 
spring and apparently caught on very 
well. A blind man contributed $30; 
a soldier in California sent in a check; 
a radio station in the area staged a 
nine-hour broadcast marathon that 
raised $12,000 and even the land for 
the site was donated. 



JSete York street and traffic 

The Steve Allen Tonight show on 
.NBC TV came up with a powerful 
visual punch in plugging Sandran. a 
vim 1 floor covering. During the day, 
t ra flic was halted on a street oil l imes 
Square while a roll of Sandran was 
spread across the street. All day 
long, cars, trucks and pedestrians 
went over it, then during the Tonight 
show the cameras followed Allen out 
into the street. With a wet mop he 
proceeded to show how easily the filth 
< ould be \\ iped off. 



are props in run commercial 

The impact was considered sensa- 
tional, and the dealers were briefed 
to follow up the graphic demonstra- 
tion. A "tv special ' had been pre- 
pared to capitalize on the show's ef- 
fect, and in-store signs were provided 
the dealers as a tie-in. Other such 
graphic commercials are planned for 
Sandran in the future including one 
featuring a 3-ton elephant in the To- 
night studio. 

Hicks deist, the Sandran agency, 
reported wide dealer approval. * * * 




.1" »t 



— *' * ■ -»■ 



After Sandran lay hours in busy Times Square street, Steve Allen wiped it clean with wet mop 
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KSON, San Diego, recently used 
their air waves for something besides 
hroadeasting. To promote the station's 
large out-of-home audience they sent 
50 racing pigeons to timebuyers in 
Los Angeles with instructions to place 
a note (or order) in the capsule on 
the pigeon's leg. The timehuyer noted 
the time his bird was released, and the 
station recorded the time each bird 
returned. For the timebuyer whose 
pigeon came in among the first three 
positions, the station had a package of 
KSOX's "impact plan spots" in out- 
of-home periods. 

Photo below shows Muriel Bullis, a 
timebuyer for Foote, Cone & Belding, 
San Francisco, sending back her order 
via pigeon. Not all the birds made it 
back to KSON safely. Four birds were 
not seen again, but their fate was 
darkly hinted at when the station re- 
ceived a box of well chewed bones 
from one agency. 




Order-carrying pigeon heads back to KSON 



Portland, Oregon's KPTV has be- 
gun a weekly, half-hour classified ad 
show called KPTV Classified that will 
be used as a real estate sales tool. 
Advertisers submit photos plus a brief 
description of the property, its loca- 
tion, features and cost. The photos 
are shown on the screen and the loca- 
tions are roughly indicated on an over- 
sized map of Portland. 

The station has indicated that the 
show has caused much comment, and 
thinks it might he the forerunner of 
programs of a similar nature for small 
budget advertisers. Each participa- 
tion provides 45 seconds on the air 
for a cost of less than $25. 

{Please turn to page 96) 





pOOO WATTSf 



L. 



w-PAL 

of Charleston 
South Carolina 



"Your 'catvh-phrasu' could he . . . 
'We'll huy w-PAL in Charles- 
ton'! 

"To really 'catch' the negro 
audience en toto (whatever that 
means) \ou almost lumc to u«e 
w-PAL. 

"Ami remember, the negro 
comprises half the population of 
this entire area. 

"Soisational results . . . quick re- 
sults- . . . that's what you get 
from w-PAL. Wanna try?" 



For joe & Company 




pKOWCoimhy... 

Twice $$ Big 
$$ Milwaukee 

Sell it at half the price! 

The 50 county wKOW COUNTRY market with Madison as 
itseapitol city, has retail sales of $2.6 BILLION annually — 
62% of the state's total, over tuicc as high as Milwaukee. 
You can sell it all at bargain rates on WKOW, Wisconsin's 
most^ powerful radio station, at half the cost of Milwaukee. 

Ask your I lead Icy- Reed Co. 
man for proof of performance 
and the wKOW COUNTRY 
Saturation Rate Plan. 




WKOW 

MADISON, WIS 



CBS 

Affiliate 



27 JUNE 1955 
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CLOAK AND DAGGER 

Bitter about the beautiful- 
female-spy myth, takes it 
out on his wife. Never 
tells her anything. Has 
secret charge account at 
the corner delicatessen. 

But there is nothing 
secret about the success 
of WTOP Radio in the 
Washington area. WTOP has 
(1) the largest average 
share of audience (2) the 
most quarter-hour wins 
(3j Washington^ most pop- 
ular local personalities 
and' 4) ten times the power 
r 1' any other radio sta- 
tion. There's nothing un- 
dercover about where and 
how you can best tell your 
sales story in Washington. 

WTOP RADIO 

Represented by CBS Radio Spot Sales 




{Continued from page 12) 

in one channel town- or phony reaun-rating-comparisons) . A 
good many, if not most, of the potential buyers can see 
through these artifices which tend to unsell the product being 
offered regardless of it- merit. 

Finally, the tone of much of this print, both published and 
sent through tbe mail, is just too doggone overbearing. A 
smidgeon of finesse, a dash of restraint, and an iota of good 
tii ^te might well make the difference between re-ullful ad- 
vertising and matter fit for the wa.tebaskct. 

Recently 1 received a letter (as did a few hundred other 
people) from the sales head of a reputable successful, and 
intelligent firm of film producers. Their product had long 
been exceptionally well made and most of it was alread) 
so'd. But this letter, not offering a thing, wa- a wise-guy 
compilation of generalities about how good they were in 
contrast to their competitor. It made me. for one, think 
quite a bit le.-s of the writer as well as of the company he 
represented. In fact. I wa* lo incen-ed I called him to tell 
him so which lie bail to lake politely (outwardly). -ince we 
had recently purchased a network property from him. 

hi a somewhat similar vein, a friend of mine who repre- 
sents one of the networks took the liberty of mailing a news- 
paper columnist's prabe of his network's programing policj 
to a wide li I of agency people. In thi> article the eobimii'st 
took ti a icious -w ipe at another network. By !• ending out lhi ; 
piece of claptrap inv pal t ;ok an unfair cut at a competitor 
as well as committed his network to following out die win- 
(.lew this column's precepts forever. something he dare not do 
I (cau-e less flntle:'ing words a' - e bound to follow sometime. 

Perhaps this was a 1 it ung^nllemanly a- well a> unwise 
and I he former something which ought to be a more im- 
portant criterion in our business than it iisuulh is. 

All of which lead ine to my eondii ion that a long and 
crilhul look at the trade ads in publications and direrl mail 
which are to go to advertiser; and agencies might 1 e a healthy 
thing. More productive too. 

(For si'ONSOii's analysis of radio and h trade paper ads 
and direct mail directed to admen, see these recent article': 
"W hat lime], avers want in radio-!\ ads." 13 December 1951: 
"\\ hat agency and client reader'- want in radio-t\ ad J ." 27 
December 1951; "W hat admen think, of direct mail from 
radio and t\ station-.'" 2] February 1955.) 



★ ★ * 
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How to make Mr. BIG very happy . 

So the boss wants to talk on television . . . And what 
a headache that can be! 

Stop worrying . , .» you can make him a hit— whether 
he's star-stuff or not. 

Here's what you do: Rehearse and rehearse. Then film 
and review and edit— until you're all happy. That's a 
It's safe, sure, inexpensive, when you 
. . USE EASTMAN FILM. 




/ 



For complete information— what film to use, 
latest processing technics— write to: 

Motion PMttre Film Department 
EASTMAN KODAK COMPANY 

Rochester 4, N. Y. 




Emt Coast Division 
342 Modiion Avenuo 
New York 17,N.Y, 



MMwnt Dfvbfon 
1 37 North Wabash Avwum, 
Chicago 2, Illinois 



"» - ^ « 

iffii vow Mfvniwi 

6706 Santa Monica Uvd. 
Hollywood 38. Calfomia 





it 



or W. J. GEKMAN, INC, Agents for 
tho tola and distribution of Eastman Professional Motion Picture Films 
Fort Lm, N. J.; Chicago, IH.} Hollywood, California 



SHOOT IT IN COLOR . . . YOU'LL SAVE TIME AND MONEY I 





NIGHT TIME 



RADIO 



Pleasing Programming* 



Keeps 
'Em 
LISTENING 
in 

ROCKFORD, ILLINOIS 

an 

$809 MILLION MARKET 



CHICAGO WHITE SOX 



NIGHT GAMES 



PABST BLUE RIBBON BOUTS 



Everv Wednesday Nijiht 



* 

ROCKFORD CITY COUNCIL 
MEETING 

K\rr\ Monday Nifdit 



WROK 

No. 1 in Rockford 

for tiver 30 years 




John J. Dixon 
S«n. Mgr. — 



[Continued from page 22) 

One al?o has sharply brought home, by the same token, the 
fantastic revenue potential which the fee tv proponents see in 
their pay-as-you-walch systems. And when as judicious, ex- 
perienced, and normally conservative a free-tv executive as 
Frank Stanton takes the aggressive, just short of dramatically 
vicious stand as he does against fee tv, it's easy to see that the 
possibility of fee tv adoption is not something to be pooh- 
poohed. Mr. Stanton referred to the whole fee philosophy 
as a "betra\al of the 34,000,000 families who have alreadv 
spent $13,500,000,000 for their sets. . . ." He said, "This 
(fee tv) is a booby trap, a scheme to render the tv owner 
blind, and then rent him a seeing-eye dog at .>o much a mile." 

Not to be outdone. Zenith's Comdr, McDonald issued a 
statement to the press saying: "CBS indicates that if sub- 
scription tv is approved, that network intends to high-jack the 
\meriean public into paying for present programing. . . . 
There is no room in Phonevision for any high-jackers, and 
Zenith intends to ask the FCC for appropriate safeguards in 
adopting subscription tv so that neither CBS nor anyone else 
having the intent to victimize the public will ever be given a 
chance to do so." 

This brief exchange certainly indicates the type of tassel, 
which is just beginning. Unfortunately all of this, and the 
millions of other words, which will be issued on both sides 
of the case, notably in the public prints, will do little to shed 
light on the basic issues. One difficulty, it seems to me, is 
that it is so very easy to oversimplify either side of the ease. 

Ask the average viewer whether he would be willing to pay 
50c to see a Broadway production of "South Pacific," "Paja- 
ina Game" or "Marly" and he'll ecrlainly say he'd be glad to. 

Ask the same viewer whether he'd be willing to pay the 
same half dollar to see "Toas-t of the Town," which he now 
sees free, and he ll obviously seream no! 

Can fee tv be restricted to the former, and forbidden to en- 
croach on such shows as have previously been available with- 
out charge? Can fee tv be controlled at all? And if so, is it 
proper to control it in certain areas? 

In one fashion or another the FCC will be faced with find- 
ing answers to those questions. As sroxsoK has said previ- 
ously" this is the toughest kind of job. A fortunate non-partici- 
pant can only wi>h them much divine guidance and huge 
quantities of luck. Advertisers and their agencies, however, 
in my opinion needn't worry about it for several years. * * * 
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the one-station network 
in southern California 




THANKS . . . 

lo ADVERTISERS and AGENCIES 

who arc making 1955 the he.-l hiiMiic^ year in KMPC 

hi.-lorv. 

THANKS . . . 

to the RADIO AIDIENCE 

for enabling KMI'C to lead all independents and two 
network -tation- in Southern California according 
to IM LSE, 8-eount\ area -uney for March-April. 
1955. 



KMPC 



27 JUNE 1955 



710 KC LOS ANGELES 



50.000 WATTS DAYS • 10.000 WATTS NICHTS 
CENE AUTRY. President R. 0 REYNOLDS. Vice Pres. & Ccn Mgr. 

Represented Nationally by A. M Radio Sales 
Chicago • New York • Los Angeles • San Francisco 
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Chart covers half-hour syndicated film prog 
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Top 70 s/iows in 10 or more markets 
Period 1-7 April 7955 

TITLE. SYNDICATOR. PRODUCER. SHOW TYPE 



I Led Three Lives, Ziv (D) 



Passport to Danger, ABC Film, Hal Roach (A) 



Waterfront, MCA. Roland Reed (A) 



Favorite Story, Ziv (D) 



Annie Oakley, CBS Film, Flying A (W) 



Mr. District Attorney, Ziv (A) 



Badge 714, NBC Film (D) 



Superman, Flamingo, R. Maxwell (K) 



lAberace, Guild Films (Mu.) 



Cisco Kid, Ziv (W) 



A versos 
rating 



22.8 



22.1 



20.3 



20.2 



20.1 



20.0 



I9.fi 



19.1 



lit. 4 



««nk Pa*r 
rmak 



2 



3 



2 



I 

fi j 3 

7 I 7 
_ I 
" I 

ft j ft 
I 

9 I fi 



in 



7-STAT10N 
MARKETS 


5-STAT10N 
MARKETS 


4-STAT10N MARKETS 


S-STATIOt. 
MARKETS 


N.Y. LA 


Boston Mnpls. S. Fran 


Seattle- 
Atlanta Chicago Detroit Tacoma Wash. 


Bait. Buffalo 


6.8 74.9 

wabe-tv kttv 
'0:00pm S:30pm 


28.3 27.7 79.0 

wnac-tv kstp-tv kron-tv 
i .uupin y lOupin iu ■oviim 


78.0 73.7 78.7 76.7 78.0 

wsb-tv wen-tv tvjbk-tv ktnt-tv WTC-tv 
iu .oupm y .oupin iu .oupm t ,uupm hi .oupin 


73.0 28.0 

wbnl-tv wben-tv 
10:30pm 9:30pm 


8.4 

kcop 
8:00pm 


74.2 73.7 

keyd-tv kron-tv 

• •oupui lu.oupm 


70.4 76.6 

tvxyz-tv klnd-tv 

i U . u up III O .o up III 




7.2 27.9 

wabd kitv 
7:30pm 7:30pm 


7.2 20.4 

keyd-tv kron-tv 

1 -1*1 1*1 nm 

• .uupm o .o up 111 


70.9 76.5 20.6 20.4 

waga-tv wxyz-tv komo-tv wtop-tv 
7 :00pm 7 :00pm 8 :30pm 9 ;30pm 


24.2 20.9 

wmar-tv wgr-tv 
9:30pm 7:00pm 


7.4 

kttv 
8:00pm 


7.0 77.5 8.9 

wjar-tv weeo-tv kron-tv 
1 0 :00pm 9 :00pm 7 :00pm 


77.7 72.2 

wasa-tv wjbk-tv 
7 :00pm 10 :30pm 




7 7.4 76.8 

webs-tv kttv 
5:30pm 7:00pm 

5.7 75.9 

wabc-tv knxt 
10:30pm 10:00pm 


78.2 75.5 

wbz-tv kgo-tv 
6:00pm 6:30pm 


78.3 77.4 24.6 77.2 

wbkb wxyz-tv klng-tv wttg 
2:00pm 4:30pm 6:00pm 7:00pm 


26.7 

wbal-tv 
5:30pm 


20.2 22.9 76.9 

wnac-tv kstp-tv kron-tv 
10:30pm 7:30pm 10:30pm 


20.2 73.9 74.0 20.6 73.4 

wsb-tv wbkb wwj-tv klnK-tv wmal-tv 
7:00pm 9:30pm 10:30pm 9:00pm 10:00pm 


74.0 22.5 

wbal-tv wgr-tv 
10:30pm 7:00pm 


7.2 75.7 

wor-tv kttv 
9:00pm 7:30pm 


23.2 22.5 27.9 

wnac-tv kstp-tv kplx 
6 :30pm 9:30pm 9:00pm 


74.4 74.2 23.7 77.7 

wgn-tv wwj-tv klnK-tv wrc-tv 
8:00pm 7:00pm 9:30pm 7:00pm 


72.2 20.0 

wbal-tv wgr-tv 
10:30pm 10:30pm 


7 7. 7 7 7.7 

wrea-tv kttv 
6:00pm 7:00pm 


79.4 73.8 78.0 

wnac-tv wmhi kKO- tv 
6:30pm 5:30pm 6:30pm 


23.7 76.9 25.2 20.0 78.0 

wsb-tv wbkb wxyz-tv klnK-tv wrc-tv 
7:00pm 5:00pm 6:30pm 6:00pm 7:00pm 


20.4 25.3 

wbal-tv wben-tv 
7:00pm 7:00pm 


4.9 9.0 

wplx kttv 
6:30pm 8:30pm 


24.4 74.5 24.5 

wbz-tv weeo-tv kplx 
3:00pm 7:00pm 9:30pm 


9.2 8.5 7.2 22.9 7.7 

wHv-a wCTi-tv wwj-tv klng-tv wttg 
S:00pin 9:30pm 6:30pm 8:30pm 9:00pm 


74.0 29.0 

wbal-tv wgr-tv 
7:00pm 6:30pm 


8.4 74.0 

wrea-tv kttv 
6:00pm 6:30pm 


74.8 72.7 79.5 

wnnc-tv wceo-tv kron-tv 
6:00pm 12:15pm 6:30pm 


7 7.9 79.7 27.7 20.6 

waga-tv wbkb wxyz-tv komo-tv 
4:00pm 5:00pm 6:30pm 7:00pm 


79.4 78.3 

wbal-tv wben-tv 
7:00pm 7:00pm 



Top 70 shows in 4 to 9 markets 



Foreign Intrigue, Sheldon Reynolds (A) 



Janet Dean. It.V, U.M.&M., Inc. (D) 



Life of Kile;;, NBC Film, Tom McKnight (C) 



/linos "u' Andy. CBS Film (C) 



The Whistler, CBS Film, Joel Malone (M) 



fiene Autrg, CBS Film (W) 



Tin* Falcon, NBC Film (D) 



Dong. Fairbanks Presents, Interstate TV (D) 



Kil Corson, MCA, Revue Prod. (W) 
Victory at Sen, NBC Film (Doc.) 



J9.9 



J9.fi 



1 9. 1 



lG.lt 



IG.G 



1 G. 1 



I 1.9 



I I. ft 



n.r, 



I2.it 



3.8 9.9 I 24.7 

wabc-tv krea I wbz-tv 
10:30pm 10:00pm 10:30pm 



7 7.4 

kttv 

8:00pm 



5.3 9.5 

webs-tv knxt 
4:30pm 7:00pm 



76.2 

kttv 
10:00pm 



9.7 

knxt 
10:30pm 

77.6 74.3 

wrea tv krea 
10:30pm 10:30pm 

77.3 

kttv 

5 :30pm 



9.7 

kttv 
7 00pm I 



73.9 

wtop-tv 
7:00pm 



77.0 

kron-tv 
10:30pm 

76.9 77.5 



kstp-tv 
6:00pm 



kgo-tv 
7 :00pm 



75.8 

wbz-tv 
11 :00pm 



79.5 

wnac-tv 
6:00pm 



2.3 

kovr 
7 :30pm 

22.7 

kron-tv 
10:30pm 

2.3 

kovr 

f. :30pm 



5.0 

keyd-tv 
7:00pm 



72.9 

kslp tv 
10:30pm 



0.9 

wmur tv 
7:30pm 



76.9 

kstp-tv 

S:30nm 



70.0 

ktnt-tv 
10:00pm 



75.2 

wen-tv 
8:00pm 



33.0 

king tv 
7:30pm 



75.9 

wwj-tv 
7 :00um 

77.9 78.7 

cklvv-tv kins tv 
7:00pm lO.OOnm 



77.2 

wbbm-tv 
5:30pm 



23.5 

klnK-tv 
0 :00pm 



5.0 75.3 73.0 

cklvv-tv klnK-tv wtop-tv 
9:30()m 9:00pm 10:30pm 



74.4 

ktnt-tv 
10:30pm 



70.7 79.3 

wbal-tv tvhen-tv 
7 : 00cm 7:00Dm 



22.5 

wgr-tv 

7 :00pm 



7 7.2 

wmar-tv 
11 :00pm 



74.7 

wlw-a 
0:00prn 



9.9 

komo-tv 
6:30pm 



72.9 

wbal-tv 
6:00pm 



.. uliirr; (C) mmrdy : (D) drama: (Doe) donimrntary; (K) kids; April. While network shows are fairly stable from one month to another In tho markets 

(W) Woilrrn. Films llilcd aro syndicated, hair-hour lcnKth. which they are shown, this Is true to much lesser extent with syndicated shows. This shoi 

The avcr.iKn ratine Is an unweighted average of Individual he home In mind when analyzlnK rating trends from one month to another In this chart. 'B*f\ 

liovn lllanli sparo Indicates dim not broadcast In this market 17 to last month's chart. If blank, show was not rated at all In Inst chart or was In other tr i 




islow 



iatty made for tv 



i 



l J-STAT10N MARKETS 


2-STATlON MARKETS 


Columbus Mllw. Phil*. St L. 


BIrm. Charlotte Dayten New. Or. 


I 23.3 27.2 73.3 27.7 

wbns-tT wtmJ-tT wcau-tv ksd-tr 
9:30pm 10:30pm 7 :00pm 10:00pm 


25.5 59.5 28.5 49.8 

wabt wbtv whlo-tv u-dsu-tv 
9;30pm 9:30pm 9.00pm 9:30pm 


28.9 73.7 

wtmJ-tT wcau-tv 
9:30pm 10:30pm 


59.5 36.8 

wbtv wdsu-tv 
8:00pm 5:00pm 


22.2 79.4 22.2 

wbns-tT wxli n-cau-ty 
7:00pm 8:30pm 6:30pm 


55.5 23.3 

wbtv whto-tv 
9:30pm 7:00pm 


75.0 

wbns-tv 
10:00pm 


55.8 54.0 

wbtv wdsu-tv 
9:30pm 9:30pm 


72.5 75.5 

WtTW ItSd-tT 

5:00pm 12:30pm 


35.3 33.3 

wbtv wdsu-tv 
2:00pm 12:00n 


79.4 77.4 73.3 27.5 

wlw-c wtmJ-tT wptz ksd-tv 
10:30pm 10:30pm 10:30pm 10 :00pm 


26.5 62.3 27.5 37.8 

wbrc-tv wbtv wlw-d wdsu-tv 
9:30pm 8:00pm 10:30pm 10:30pm 


77.4 7.5 77.7 26.4 

wlw-c wtsw wcau-tv ksd-tv 
7:00pm 8 :30pm 7:00pm 9:30pm 


29.0 43.3 79.3 

wbrc-tv wbtv wlw-d. 
9 :30pm 10 :00pm 7 :00pm 


78.0 70.9 22.0 20.9 

wbns-tv tvtvw wcau-tv ksd-tv 
6:00pm 6:30pm 7:00pm 6:00pm 


76.3 38.3 76.3 33.5 

wlw-d wbtv whv-d wdsu-tv 
6:00pm 5:30pm 6:00pm 5:00pm 


27.7 37.7 70.2 76.5 

wbns-tv wtmJ-tT wptz ksd-tv 
7:00pm 8:00pm 11:00pm 10:00pm 


23.5 53.3 

wabt wdsu-tv 
9:00pm 9:30pm 


70.7 27.7 76.0 

wlw-c wtmj-tv ksd-tv 
6:00pm 5:30pm 5:00pm 


26.8 32.3 

ivbtv wdsu-tv 
11:00am 5:30pm 




76.0 

wcau-tv 
7:00pm 


55.5 

wbtv 
9:30pm 




47.0 

nhtv 
C :30pm 


20.7 

wxt* 
8:00pm 




76.9 9.7 

wtvn wtvw 
7 :30pm 9 :30pm 


22.8 46.5 

wbrc-tv wdstl-tv 
6 :00pm 9 :30pm 




74.8 

wdsu-tv 
11 :30pm 




77.8 

whto-tv 
: :00pm 


72.5 20.5 

tvfll kwk-tv 
10:30pm 10.00pm 


39.0 

wdsu-tv 
10:00pm 






24.5 75.5 

wtmj Jcwk-tT 
5:00pm 4:00pm 


22.0 

wlw-d 
ft :00pm 


75.2 

WJtlX 

7:00pin 





Classification as to number of stations In market Is Pulse's own. 
[eternilTies number by measuring which stations are artually re- 
ly homes in the metropolitan area of a given market even though 
itself may be outside metropolitan area of the market. 

May chart will appear next issue 



the surprise 

tv film show 
of the year 



uilh that 



CHILDREN 



AND 



ADULT 

APPEAL 



ir i th the ratings and 
sales results as proof fxtsitire 




. rated I.ICill 1 II in the nation's TOT 
1 1 1.1 VISION PROGRAMS* . . . Hit- 1 \< iting 
adventure, ilnilliit", suspense and Urea ill taking 
drama of the "icaiesi hisioik events wiapped 
into a su pen harmed p ukage of si. inline stieiui 
fiction realiu. ... I Will \ IXIrRI UN- 
MIX 1 indorsed In leading ttlinatois 
\pplalided l)\ Sponsors and Sl.ilioils. 

Sold NATIONALLY or REGIONALLY or SPOT MARKET 

phone — wire — write , . . NOW! 




- 1 5 W. 44th Street, MUrray Hill 7-5535 New York 36, N. Y. 




*" 1 *>>-">-"> Film Ba.-ir*" rnmi!i<* 

in KjiI I Flirt* i.*»nr. I I Julj 

\ilimti who cli-al in dim prnyraTi- ami 
riiiiiniirci.il- will find l.iii-l fail- and li^- 

liri'- "'II fill 1 ll-.lp' 111 l\. ainllc '-< r roill 

pii-il inn->. -i/c nf n run lilm .i d ii'ii" ' - -. a- 
wi-II a- iiuii\ n-cfnl i n aim- .in 1 pi lulling 
litol- in s l*( >\ s O|i'- nprnnnnp "fall 
l ad- ll.i-ti--" i--in'. II Jills. I'J.j.'i. ^i iiii.n 
th-vnti'il ti> lilm intln-lr\ -t at i-l ir«, d.na 
will ho larpi -I ^allnri-il f.ir "Kail Vat N." 



from the 



TOP 



of Mt. Grey lock 



look in any direction and you'll 
see plenty of people 
money to spend 



• • • 



ith 



Albany -Troy - Sch ene . 
CopiW* District Wa*#»</y 



AN 



\ 



in 



Mew 



York State 




3 MAJOR MARKETS IN 5 STATES YOU CAN REACH WITH 

WMGTchannelI 




AFFILIATED WITH 
ABC and DU MONT 
TV NETWORKS 



( 



3,700 FEET ABOVE SEA LEVEL 

For the thrifty advertiser looking for a lot of TV coverage for a mini- 
mum cost — WMGT is one of the "best buys" in the country. It 
reaches into five prosperous, well populated states — Massachusetts, 
Connecticut, New York, New Hampshire and Vermont. Want to 
reach TV families in Albany, Schenectady, Glens Falls, 
Pittsfield, Springfield and the more than 250 
other communities in this rich and diversified 
area at low cost? Use WMGT. 



GREYLOCK BROADCASTING CO. 

8 Bank Row • Pittsfield, Massachusetts 

Represented by THE WALKER COMPANY 



Want to know more? 

WRITE TODAY FOR MARKET DATA FOLDER 
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SPONSOR 



Nighttime 2 7 June 1955 TV COMPARAGRAPW OF NETWORK PROGRAMS Nighttime 27 June 1955 

•SUNDAY | MONDAJf TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY 



, p°nf n >' S lh l 


,\e ocliioik 0 .iwwi oroiralnio'i 


.Ms ocKroik 


Vo nolwork 
. prneramlrii 


Goni Aurry I 
FIlBhl Ne. 7 1 gm Wrlelay Jr I 

iduc mini i *; J„ F 

NV if BiR IJ8.000 


Sa miirork 


Man Dannie 
Show 


J em Ihi Clock Dr "« r,ln "■" 
Drirt Jubllao Milrenle Elffir 

I 3U-9 .(. I'r«] e 1 


■J»llf, Bhcr* 


ClITlfl Nor On™ 

R I nomnMr 
l.lh.I, 1 |n 1 n> 

\ 


.*Mlngllfld, ! 8T.VT L 
; IWT 111,000 

^ - i I \ 


Bwlfl A Co 
Vi/ L 

iWT U3.000 




W'MJf 5ELLER5' in the Detroit Area !| 




CKLW-TV peneirole* a popu- 
lation grond taial area al 
5,295.700 in which 85% of al 
fomiliei own TV »el». 



CKLWiodiocoveoo 15.000,000 
popula'ion area in 5 impartanl 
t'aiei The lowed toil maiar 
iiatian buy in the Delrail area, 



C hfa n n e I 9 
325,000 Watts 

National Rep. 
AJene J. Yetang, Jr., Inc. 



800 kc Radio 
50.000 Watts 



J. E, Cimptii, Pratt, 
Gatarafian Bleffj., Oth-*il 



Wlei 0 |,(f explanation* lo help i/uu use this chnrt 

r ultni end predurilon only, do nol Incladi commirelali or tlmr rhuift. 

"r^f " n * loir lit Urtin mmnilnlonl la Iht rllrnt. Sotno aim rtioii ■ all 

"Uriroi ||h ir'»iit t *<o,""Mi °inoi«"tiT»r \ hr"f uM™iriiOD. When ■ pilce f 
'"I *»w ih™ |i a. Jionday onlj. (Jul coin i lti» ehow t«i iha ««k 

,k< u luiirn DijIUhl Tim*. 
S'V.^JM;. "all. D.hlmora: Cb. CU\, 



•rnilr; pi pioducli: r*tr. 



. it. 



TBv u to announrrd. TfcVY a 
" nrini BO or Limit iliUooi Irlar 
ddl'lao la then mini I nurd I 



iia, Br. BJIjm-«>di NY, 
i and TV; elmul, -'- 



llror I 



i Isr 



icu KI P 7 0 ■ 
cl lime mil 
ilcnl pel I rim 



i ttiaill. Croat ra> 
at 11 etallOM. En 
i IMirchaio snjl&l 



y It am laol 
ailona la iL.yuj 
^uiblr b»li- a ell ml 
<«apil«n. D u « lo Ttdt/a ... 
^"■jlT*! 1 . , , IU,, Taday hu 

"'"ii (V. r>*n" y " ,lnl1 B'oirrim lit Milled «llh icrnrlnl 

^ I la r 51 'lallani eoiii lo mil. Tiia the* Ii 
1 CitiHi .' rl ; Brl1 *>our Ii ,cvn cnlf In ina E*aL L 
Hi IrJ '|" 4 'i-" 



i ra ■ 



r 2". HMIoni to f3.«0 fur CJ 

>cr l.roln. r>«rl lelpitlm r*nfn 
nil ira arallalilr V> fclrtrllatrt 
from anr thol la an tiilcnalTc 
(IcilbllllT lha 



, MIC 
Si I in UU-ii cm 
AnhauKT-Buiiti, t>'Arcr. CSS, 8il 10 30. II am 
Arniaur & C 
»«n Pradi 



.... rMid. 
Ud^Taalfkl, M-F 1 1 JO ntn-1 aip, 



ena to daia: taunt Uiuh 
: Omiral Elprlllc, Maion; 
Ill-Kill rmdi, nnoadu eV 
M Miib« Ommriflm 
a-luallr Iflarut for Ibre* 
ii arcond hour In (Wife U>< 
Ctoiril una CotDinirel al* 

i* »I»o flaet of KBO TT 



8,30 [ 



MIC W 10-10 JO 

. ... i an o inn 

NBC, Tti i.SO-P Dm: DCSS 



etrdin Co., TftfS 

Cue. F 1111-13 uo 
BrlUa Mlf.. JVTT ABC. TTi •-•.'10 om 
Bilitel.Myin. T*n-. CHB, Sua 0.30.10 pm; 1 

101U-III im; lu an 43 am: Til 0-30- 10 Inn 
«im.n *- Willlnrnton. BdIei'. CBS, F 10 10:30 |>m 
F J J Ii pm 



Ctmpbill SauS, DODO: NBC, F «'30 10 pn>; CBS 

£un T-T.30 pro 
Ca/nallan. Lrvrln. Wtior; CBS. tl S U;30 pm 
tariff Piadi.. 8SC3- PDS, all Th e •■30 nm 
CBS Calumbla, BaiM. CIIS TH in jo 11 nm: M 



Sponsor* tfxtrtl ntphtitietivuthi trlih ttff»'"c« «'»•*' "» »ir 

A. t Spark Plus, BrafhtT: NBC. W 10 30 II pm 

*!!»., FSH: CTJS Til 10 30 11 pm 

Amir. Choli. D F F: SBC. M nm 

Amrr Dairy Aitn.. CM: ABC. W T JO 8.30 nm 

jijil, «' : 30-* 30 pm 

Amer. Hemi Pr,, Blow, Bdrn A Tolto: CBS, 
M r" TJ lfi.30 piu; M-F 4.15 30 pm, SI 7 30- 
4S pm 

Amir Motori. firrtr: ADC W 7,30-1 10 pid 
Amif, DM Ca , Joitpli Kit/ CB 1 *, F 10"30- 11 em 
Aran. fab. r">CB- rBft. Tu. TH 1 Ji-I! pm: 
NBC. all T » »10 pm :_ ABC, kU TU. «■*:<!? 



k » S Piu 



Cbaviolal 
Chi7>li 



CampUoll Fvald ABC, 



U'30 I 



.NBC, 



Chun Klna. JWT; CB-, all TH TO lf-30 tm 
Coloali. Eilv CMS \| W Y 11^0 17 ■■-■r.: " 
■ 1.S0 pro; *l. W. F 31 10 pro; Btix .SBC, 
Sun I t pm: NUC, TU 6 45 t) pm; NBC, M-l' 
11 30 43 pm: Uouiton: 4:43. B pm 
CbaiiImi Ftft., Qanirit CH*. all \l 10 IS 30 am 
Canllnrr-til Bk|., Ttur-t M<i* IV 1 3n fi nm 
Cunvcrird Rile. I. .o Mi.rnrii niM F '0 IS- II am 
Corn Prodi., C. L. Miller: Clrti. W J 2,11 pm: W 



10 30. IS 



t.uil« 



: CIIH Tu 



Dr9ati Mcfar Rniifl Mir Th 
Dlili Cup. Blrkf A (5i.HI AIIC. 
DM|i, (Jrant AI'C T>i S O 30 pm 

pm; Hfl •- 10 niu 
DKatln, dry: CUrl. F ? l ift pi 
Dalr Sain. Arrr- f*l (?». I' ? II 'J 
Dow Chimlral, \|nMJAA- N IIP. kl 
DuMaat L»Jii., dlixt: DTN. W B 



Sun 10 10.-SU 



Cartmnn. Kodak. JttT >T3C, W 8-8 H0 pm 
Elntrli Cm.. Mot: CDS, all 8un 8 )0-1 em 
Eminon Diu(, UX 1 ADC, all Run 0-8-30 pm 
Fallh for Tauay, norhhlli: .\KC, Hun 12 30-1 |in 
Falitafl. DF3 CDS. Bar. 2-4 30 pm 
Flrailona. SwrcntT A- Jamti'. ABC. M 8 30. B pn 
Ford, JWT: NBC. Th O'30-iO pm; KAR: e" 411 

M 8-0:iO pm 
Fraolry Carp.. FCftB: NTJC. Suo 7.7:30 pm 
It. T, Frrnih, JWT: NUC. W 4U0.45 pin 
Gr-ftpial Dyaomlca, Muff v. Unuio .V J«tmi I-iip 

NHC. ? 3« a Pin 
Ganrml Eladrrt. tiltDO C1IS. Sun Fl li'JB |rPi: T» 
I pm; MIC, all F •.ln-ll \iia, CI'.? »l 



\V 



-U I 



.... Fa«di, 
» 30-10 pm; 

1-1.1) nm; W 3 JO- la pm; III \\ V " in pm; 

li*|i run, r «-* in nai: Tli in 111 a 

Dinnal Mills. DFS', A DC, Th 1.31.8 pm; CRS 
Bai 1-1 30 pm: A K B CBS, M. W, F 1L 
1*:13 pm; !DDO: C118. W. F, .VW1 pn; 
M. W. F S:4».4 pm; W. F i:TJ.30 pm; T-L: 
CHS, Sit ll:10-IZn; NBC, l r IU 1S-30 tml- 
nw. Tli IP 311. II pm 
Din.ral Molgri, Frlildalia, FCAB; CBS, Tu, Th. 



IP 3 



4^ t 



Gortrr Prrti.. 



1 a 30. p 



CTJS, . 

itll'ellr. Alai.Lii MIL- F in | 
B. F, D»dilrli, nitDO. CBS, 



Gsmttin : YAH- NBC. all Sun *-IO I 

niimn Hip., nr*p. nbc ■'■i b '« i 
Oulf DM, YAH'. NDC F 130 * pm 
Hall Bin., FC&D: MIC. Sun 11 pn 



Mainn: ADC, 



F J-SJll pm 



PfAU VUl', tu, Fill an nm 

inl'l Harvai'ci. Uumrlt CU», all T K'30-» pm 
inl'l Shoe. H*ail, HuTal t Me-rtoiialil: NBC, alt 
F S IS b inn; D Airy; NUC, T 10.10-aO am 
Inll Sll.ci. VAN 4." II S Sal » Ji II pi. 
jrigcni itnhi \V iln: Nnc « F 4 l'..JH pm 
Johni.Manivllla, JWT: NBC, all Sun S-S.30 pm 
takuion 4 Jokari,(i, V.tfl MIC »ri Win III nm 
■ "man. M^Vfl- N1IC, all M 9 S010 J0 pu;; 



Cll 



Kcllnt 



111 1 I 



10 IS 11 am; Sun II 30-11 ni-in 
Knomcrk MIq . Mrnrn' iHl mi » 3 * JV nm 
Knit Faoda, IWT: NDC. w 9 10 tut Sal 11-30 

LkmbrilThnrm.. Uf' ARC •» F 8-130 pie 

Lei L(r)„ Mil WmI iiIii-is N III 1 II 8 D 

Lahn A Fink. IAN CUR. »un 11 1 ,.li> nm 
laiilri.rk. C.vW AIH' nil Sun 9 u la |m 
Ll.n Biaa.. alr G' Llia. M. W Ti ll II im: Sit 
IJ0.J ooi. NBC. W 10:30.11 pm: Ay*r 
CDS. M. W. F J.30-IB pm. iVTI NBC, 
Th 10.11 pia 
Llbby. J«T- DTN, Th ? ! 11 pm 



Liggett A Myera. ChW. CBS M. W F I IS I 
■ pie: SIIC. Th S B 3D pm. ARC. W S 30.B pin: 

L11S Sal 10-10:30 pu 
Llnialn.Maicury, IvAK CBM. Run I I um 
Ihamaa J. Llalnn. VAU dlS, M I W * rm 
P Lerlllard. T.*n CBS, Sun In- 10:30 pm 
Ludtn'i. In... J. V llilhai: SnC, F a SOU pm 
Menn.n C».. McCaim ■ El Irkion. liNU-on A £j* 

hudl AUl". W 10 [On 10 ™nrl 
M|lta Lalie, Wn.le- CHS. Tu 10-10 Ifi Un; 2 313 

pm, W, W. F 1 . 1 1- JO pm 
Minn Mlnmo. BHDO. CDS, .M, W 10 43-11 lui 
1 Monlmlrr. l^daln. Ktii. Sun 10 5U II oa 
Nat'l Bltiuil. M<t_"-F CB* Tu Th 11-11 ll im,' 

ABC, F T -3D- 1 pm: CBS, all T 130-8 put 
Nit'l Dally Pradt., Ayri CBS. 9al II. 1 pm 
Nailli. Biyan Dourliin: CBS, SH H-* pm 
Xaiolch Phtrm . UM' CDH S.m II II 18 nm 
Dldimopllk, Drollirr: MIC, llh Sal 9- 10.30 pm 
Patlflr HUH. J\YT- CBS, lit M I0-1O-.I6 ■■ 
Pan- Am Ali>urt, TWT >'BC, all Sun 30 pm 
Paprr. Mala: ioa Irym lfy C-irp. 
Pet Milk, lliriliifi NIIC. S.I lu-IO-M piu: Clt>. 

Tu « 3U 10 nm _ 



ABC 



Plllibury, flurnail: 
Th 5 10 3 pm 



VV i t 10 pm 
iln- in — * "-in nm 
PBS. M-Th 11:11-10 am; 11 
... \V 8 SO U PIO 
NBC « u* 4 U. a» W 7.43-8 pm 



Pond'a titrart. JttT ADC, Th » 30- 10:30 pm 
Pralar 1 Gambia. D P S, BAB, Blow, B«lra & 
Tolco, CoroptoD: CBS, M-F 11-30-1 pm; 1.11- 
J pm- 1-30.8 pm; 4-4.15 em; II » 9:30 *m: 
NBC, 3 4S-I pio: Sun lfi-10 30 pm: W - 

10-10 10 pm, CHS. Set 3-S pu>: F ID-10 30 

|.ID 

Piudenilal Im. QAU CDS, all Suo 6:30-7 pm 
Quaker Data. S14B: NBC. alt Bun l'30-» pm: 

Wherry, Si»il 4 Tlldon. CBB, Sun 13,30-1 pm 
RoMon-Puilna, flulld, Daicnm ft Donflall ' AW*, 

T I P- 10 JO pm 
RCA. KAE! NBC, M 8 6 30 pm 
Remi»eron R< n <>. T.vn. CBS alt Sua 10 SO II 



: CBS, 



nilDO. Welnti 
; Th 10-10:30 pm 

■ |. Eilr: CBS W 0.30-10 



T 10 10J0 

_ pm; y »-30. 
_; NUC, M, T. Th. f 7 15-» pm: NBC, 
Sun 11130.11 i-m; 3 of 1 Th. 1110-1 pm: 
CBS Th n-B 30 pm 
Rrynalde MKeli. .•"*ae. NBC Bun 7 30-8 pm 
RoiaBrld Pkp., O. OA B ' ArlC. Ran T-ISO pm 
Sihrtk, KaK NBI" M r> JO II JO piu 
^rhllir Rrf»rna L*V Ci'+ r • • jn n" 
pcott Pjptr, JWT VBC. W A S<3-9 pm: ITBS, Th 

10-lU 11 am: F IM '18-30 im : Tli 1 11 1 pm 
Sarulxn Co., l^iua..! Mnur UlS. If V-V piu: 

DTN. Sun t 10- 10 nia 
Shislfif Pin. Srnli ABC, «' 0 30.10 pm 
' : ABC, W 0^0. 10 pm 



Blflienri Ca., BSCB'. NBC, alt F"t-t 30 pm." CBS. 

vY 3 30- 43 pm 
S'noar Sowlnf, TAB CDS Tb 0 30-10 pm 
SOS. MrCann-Srlrkidn: CBf, ell F 3:30-lS pm; 

STU' Sal 0-ojo pm 
Sulei Mta.. BAB'. CBS, all U 10:11-30 am 
Standard eindt. Bin VBC. M 1:30.1 pm 
Slala Farm, VLA B ' NBC r Id 1111 pm 
Sludebaiar-Pmikard, RAP. ADC. M 1-1.10 pm 
Salmon, Tolham.Lalril' CBS. Th 3 30-41 pm 
SaKtl Ca., Jlntlle \ ElUn. WBC, Sat 10,30- 1 1 



Sylrmla. JWT: CBS, Sat 7:30-1 tat 
Taiei Ca. Kudnrr- NDC, Set ■ 30-10 pm 
T*nl Ca., WAO: CBS. W 8-8 30 pm: T. Th 11- 
I IS in; T I Jd-il pip . Ttajmill'. NBC, Sun 

:■: 3d pm. .*«!, MDi t 



For a "BESTEVER" Vacation 

— and \*e mean the "'BeM under the sun". .. 
For those health-giving, energizing rays live : 
here all year 'round! 

SWIMMING POOL • SUN BATHING 
a. SNA V CK BAR • SPORTS • TELEVISION 
^SIGHTSEEING • GOLF • FREE PARKING 

Tw o in aToom vutli private bath includ- 
ing full COUr*e brunch ci dinner from 
$12.00 per pefMj.ii. Write for illustrated 
brochure jnd s-pec/al packaged lours. 



U S. Steal. BBDl) CBS. 
Wanda/ Co., T L: CHS, 

1011.30 am 
Welah Grioe I 



10-11 pm 
n ll JO iln; 



nc?i> MIC m r a is- 

.'J: NBC. W, F 4 4.11 
in k>l'k-^n fBS. U 1« I 
RIcm Uclrn TArt8o: CBS 



Whllrhill 

B -3U- lu pm 
Wilolry, RAII m>J »n T-7-." 
Yardley. Ayor CBS F II 11 11 



FOX MANOR HOTEL 

Pacific Avenue (Near the Boardwalk) 

ATLANTIC Clja^M^RSEY. 



The service with the most subscribers" 

LARGEST SAMPLING OUTSIDE U. S. CENSUS 

Scientific Sampling from 
U.S. Census Block Statistics 

UNPARALLELED ACCURACY 

25,000 families interviewed per daytime program 
6,000 families interviewed per nighttime program 

Sole source 
for accurate 

audience cfomp. data 

.Pulse interviewers persona lly^ace 
|p face^ check with a minimum x4° 
150,000 families each month — all 
different homes, -k Only Pulse pro- 
vides such incomparable protection. 
~k N„o wonder more and more ageos 
cits, advertisers, .and stations prefer 
Pulse validation, favored since 194^ 



This month throughout the U.S., 150,000 homes are 
being interviewed (or next month's "U.S. Pujse TV" 




D a y t i me" 2 7 June 



SUNDAY 



1955 

MONDAY 


^BTtittl-MjetS 

Cenilnrk: LB 
prudenllil r/2a«' 

Bn ir r lift: n&R 

16 NT ill m L vn _„„„„ 
H hr IJMO 


Olio Dae* 

PAO: B B AT.. 

nil ed 10:18-30 1 
66Ch L 
M br $748 
% br II 160 


Arthur Godtny ill wk 
Hauar A- Illicit 1 
Li* Burnett 

m 10.-30 » | 

Brlill-ftbri.Y&R' 
rn.w 10:41-11 1 
tOVar V 
«1muM4 I>rJ3705 


Way of U1« World 

Borden Co 
iINT ml h 
Y4R ( 


Snellen Urthanv 
Hr ml LAF 


Gfdfrir (cnl'dl 
l.Mer prpiiklvtn 

m »- 11-11:1* 
FCA B 

I'lllihurr MHIi Na minora 
m-ni ll-ll-II prnanuiinf 
Buraetl SI iuii m-l 


m-t 'lT-IJ 
1LMT LAY 
IWomen'i i»r»K-p 
piairin. For 

DirllC IDOniDM. 

there in- HeM 

llmi 4t°ul "(9800 
(ee* ill ^|or J 


Sir lha II Rltn 
I'olBil. llhpil; 

Pil'ipollii. leh." 
.1*1 

I (NT L 



TV COMPARAGRAPH OF NETWORK PROGRAMS 



Daytime 27 June 1955 



TUESDAY 



WEDNESDAY 



THURSDAY 



FRIDAY 



SATURDAY 



Garry M w» 

iilloi Lib* 
WU* Adv 

lu 1U 10. 11 
Killoti Buraett 

lu 10:1130 

ss-rowr l 

V. br 
Arthur Cedlttr 
till, frlcldil'i 
tu.tb 10.30. til 

rCAB SI tin,.. 

Kills* I. Buffitt 
ru.m 10.46- 1) 

BXYar h 
■ icduI V br 13705 



Gedfriy (conl'dl 

TWU 0% 1 

lu.th II. 11:16 
Wii x 4 0* l1*r 

Milium? Utile] 
Lea fiuraitt 



01 no Dang StM 
M uihiiiin Sop 
SBfiW 

l.t H IQ I O JB 
Collet Bfllee 
PAG: BB4T 
10 IS- %Ut V*S 
IE 30 'Uir II 160 



WrtT-Ee't rn 
F4S4R 



Garry Bun 

81 man 1 1 Co , 

w I 0- 10:1B era 
Bin Fill: DFB 

• 1UJ130 
1 1 rOfTT £ 
_J4_hr_I20ia 
Arthur GiHIf'lr 
Corn PtihIi. M Ifler 

n 10-30 - (S 
nrlell-Myre.YAR 

m." 10.1B1I 
«0Var t> 
■ Innil ^hr 13701 

Godfrey honl'dl 
l*nr iwpn»l»n't 
m » 11-11:18 

FC*B 

rilliliiiri Mills 
m Ih II IS an 



Btrlke II Rlrh 



Olnf D«i(v 
. Stnool I 
Wander Co; I 
oieltlhe 10:18-30 

Johnin ,1 Jobnii 
Y4ft thru Juno^ 



KpjM jfipor 
J W Th am Dion 
u» IB lu -i* 
Chun Kloi ■ JWT 
Tom ; Burnett 

ail lb 19:11-39 
BB-TuNT L 
11038 



Arlhui Godlroy 
l)Sl - frtgldalre 

lu.lo 10 ,30 1 1 

f CAB 

Etllofi Ca 

lu.lb 1U.1B-1I 
burn it 

| Godlrfi (oool . 
, Tail Ck 
.: lu.tb I1-11:1B 
| WH H 4 O. llir 
\ PIIIidue; Ullti 
1 irin ll-is-sa 
-.■» Burnin 1 
.0W L 
■Imul ^hr 13701 



SBI.W 10-10:11 



Way *< Ihe World 



SUM : aJI-imo 
JWT 

f 10-10:13 



I Burnin 
1 f 10 41.11 
iS-gJNT LI 
I Ubrt2D3B 



Dlif Di«a School 
Oolfiu: BiIm 
ill f 10-1 0:11 
flnml illlli: 
Ttthan- Laird 
r 10:11-30 l*t 

\ br $741 
way «T thi World 



Villint tidi 




Gut> Moor* 
( coord I 
i'For«ll#¥ ol Ln4D 
iftjtw - t 11 -11 1 
] Dnrdfn Fnr-li 
'OCSs r 11 15-jn 
■is ?*ys'i l,' 
"i hr 1203B 



Caidla 
Mliilrht 
inaoo' dc Co. 
Tilham- Laird 
Waadir Co: T-L 

OiDiral Ulili 
«0NT iltwti r 
Tathan- 

Lalrd il 8.000 



i .o*l outk WIdki 0;nk UK 



Filth frr T»d*» Conliil Caralval 
F*lln Toi ToOij. Uuikir OiU Co! 

Ins puffed •Deal. rlM 

II NT L B8aU4dUc 

I CI u. NI L 
Wharry, Bakar 



« thill 



4 Tlldio (&M0 



S»areh tor Tom"» 

PAn i«tf 

fSITT ml 1, 
BB4T tM OO 
Ouidna Liihi 
PAn-. 1 101-7 dmt 
B5NT m-f L 
( Caravl 110.000 



No ml wait 



Faathar Yaur 
Nltl 

(quia. Bud 
ColUI'J 
3sliil»-Pil(naJlT» 

KNT M-f M 

alt d It 30-1E 
City lOM 



Guldin, Ll«ht 



jack Paar Show 



lack Piir Shut 



Nu B*t"urf^ No 1 



•Dntrjaralaf 



Youth want* 1 
m Know I 
G«i UjrnimtB I 

Mann. Humm 4 



Frtallan *f 
Fillh 
.T L4F 



BBOO Utr 1 



LB Hhr nnn» 




URBAN COVERAGE 



PULSE, Inc., 15 West 46th St„ New York 36 
Telephone: Judson 6-3316 



6u**r filnmi 
S*llo(( Co: 
torn 0«i™ 
II NT L 
,8, « | 
LB Hhr IWOt 
DUIe Cup Co 
BINT L 



Thi Amerltin 



2m Piriili 

luCh L 



Hillmift Hifl 
Ball Bna- hall 



Cipf. Gallarrl M 
Faralgn L>|Im 

Helot Fvnli 
85NT.1I F 
j Mum 



Brlahiar Da> 

P&O 
T0VT m-r L 
Y4R ,8108 
The Stint Btarta 
A i i R>wn* Prodi: 
119NT m-r r. 
B B4 T 1 1 0.008 
1 



prorritnlK 



NT m-f L 


rill Pi.,.,1 
NT •f'flu.lh f. 

1 


. . 1 No n»tworl! ' 
Grmtril Gltt 1 pr(*r»uilii» 1 
Pftll* rn-l L m -f 

Coniwnlni 
Mill Marlowi 

P.tO: tlcli 
IflHT iliuai L 
3 LB 10100 


Bob Crnbv 
Tnnl t>i 
430( 3 Sn-1S I, 

Wtlu & Dollar 
Vihr 11100 

— i 


Ni.kln Filli , 
ml 

IDCa L> 
■4 br 13500 


Brlo^lar Day 

m-f lie* man) 

VS. R 

The Bttrit Olorra 
BB4T 


F|f it Levi ' 
Jartme CO , 
IIPUli Dt-f V n- 0 nainork 

Mi °awttn>y t 
NT L 


On Your Arcounl 
(Win ElllolU ' 
PAO- Mil? prill 
m-f 

Bcalon & Bowlei 


Madarn Rpaiinc** 
^l»n*-PilDjom» 
)0»,VT IP all d h 
Hrualr. til. BOO 


PliAj L*i 

43 Hi 0).f I? 

Um n D «? lr nx , ili 

I690S N j net-ort 


'procrimlDi 

i 


H»*d. Dooo> | t>""'^» 
Brandird llriootl m ' 
rural pudHlDgb.t 

TINTr" \ ° 48L 
Batx Vbt )IW0 



Robert Q Liwli 
tlllri alha-ialUr 
Wade 3-1 11 
Hiiwi Curfli g 
1 IIBS0 f 
rarli Ludgla 1 



Arl Llnkltlirr 
RtUnij: ill pr 
ISHj L 
LB iu.lh I 3 0 -t% 



Gnatcit Gilt 



Con'e'nlng 
Mill Marlowi 

PAO- 1 lilu 



Hiaklni Fall* ' 



Pirtli: Ofti Fdii 
Inn Joll-o ■ 
YA R lu.w.f 
Howd, Ooifli t 
Kelloc* Co | 

BINT ' 14L 
iu.ib_BJD.-ia *| 
Counl*' Itbpir . 
-leiNT 8 4B I iBL 
1 Bats* VUar It Mo 



| sr. 



ford Shew 

loll un A Jolint 

13-11. IB 
Y4R 



Fe»ther Ytur 



No nolwork 



F*»th*r Y»ur 
Ccl rauPalaollT* 



rbm Prmli ftif 
MIlKr n 3-? It 



I lack Pur Shoe 
at T/« 

, NT m-f I 



WHtom* „ Ai , Ab#u , 
Tr««lM 11 u hby [ 
PAG: prell. A u bbj . , 
l.ori mow llctl _ 
m-f {•» monl I JW T 



Srurb tor Tvm'w 
P40 lojt ' 
m-l 1l*t foool 
BB4T 



Quld|n( Ll(h', 
PAO: liorr. dux 



Fiatfiir Y*or 



I RMart O La¥fa 



Wilioma 
Tiavelen 
PAO irctl. 



Raorrt D Lnla 

rtrmm A ITmin: 
TlceroT — ill «* 

Bali • 3-535 

Gen el llli 
w 1 t 15 SO 
BBDD 

«NT Ii 

H hr IJOflfl 



8«Ul. m**u 



J SSCB 3 30 11 



Concerning" 
Mill Mario*! 

PAfl lido 



Bab Croiby 

Tathim-LalrO 
I h 330-' S 
Stull Pipor 
Ul 3 1B-t 

WTtr >. 

1*W Thomgioa ' j 



t 



Baiebill Quae 
*f tha Wttk 
I FVitaff Brcwtn* 
No oil-ork OF3 
profTaoilni! HVir L 



No network 



Dn fwvr A«ounl 
' I Win Blllolll 5 

PAn iI.Il prill 
I m-f 

Benien 4 Brwlea 



Carlooae i t IB 
Oen Ada ; iui Jiia 
flNT «.i F 
EUy *4hr H00O 



Modern nominee* 
Cflliiia-Paunoilti 
■P all daia ll 
Bryan H*ultors 



[ 4IHj 3 41-4 I, 
K»fl- -i br 

Rime 13104 



On Your Aifpunf 

IWIo Elllolli 
PAO tide, prell 

Santo* 4 Bowfn 



I'-I-SO 
Tlltiiff Rrtnlnr 
OFS 

NO nel-ork 

proirwolni \ 



Brjaa Heuitia 



Belmont Btikrt 
(Jlllilr* SefilT 

NT 1J0-1 I 



Ploky Lei ■ 
13 Hj m-f L 
Pirtle- Intt Shoe 
H.HiMiO Ui 



Birker Bllf-i 
Cartoon* s-B IB 
G*o Mli: iui Jin 
[ 84NT w.r p 
I EitT ■itir H000 



Thi Ni- 

(colortull 



groirunlnj 



1 30 6 t 
, Bill* tIBOl 



AROUND FARGO, 




W DAY-TV 

WINS "GOING 



AWAY"! 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 
Affiliated with NBC • ABC 




> • 




A TEST Hoopers show that WDAVIA just 
doesn't have much competition in and around 
Eur go. DaJ" and night, WDAY-TV gets 5 to 6 
times as many viewers as the next station! 

Look at the sets-in-nse — 2J{</^ in the early 
afternoon, 4JJ% late afternoon, 6,">r^ at 
night ! 

Since the nearest "competitive* 1 TV station is 
.)() miles away, it's a cinch that WDAY-TV also 
wins "going away", in most of the rich Ken 1 
Kivcr Vallev. Check with Free & Peters. 



FREE & PETERS, INC. 
Exclusive National Representatives 



HOOPER TELEVISION AUDIENCE INDEX 
Forgo, N. D. - Moorhtcd, Minn. — Nov., 1954 


AFTERNOON (Mon. thru Frt.l 
1 2 noon — 5 p.m. 


TV-SETS- 
In-Ut. 


Short of 

Talftviiion Audience 


WDAY-TV 


Slotlon 8 


28 
48 


86 


14 


5 p.m. — 6:30 p m 


88 


,3 1 


EVENING (Sun. thru Sol. J 

6 p.m. — 12 midnight 


65 


8S« 


17* 


(•Adjuiled lo compeniol* (or foci ilcllont 
w»r# not ttltcoiling oil hourt) 
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SHEAFFER CONVERSION 

i Continued from page 37) 

a tube that extends out of I lie pen's 
nil) and into the ink supply to draw- 
ink, into the pen, making it "mess- 
proof" and doing away with the need 
for w iping oil ink. 

With "the fountain pen that doesn t 
have to he dunked to he filled," Sheaf- 
fer had in its hands the only really new 
writing instrument since the ballpoint 
pen. Hut the public, it felt, was likely 
to be skeptical about any "new ' or 
"revolutionary'* pens, what with the 
battle of the ballpoints still raging and 
extravagant pen claims everywhere. 
It had to bring the Snorkel to the at- 
tention of the public in some big, 
dramatic way. 

A heavy national magazine schedule 
backed by plentiful point-of-sale mate- 
rial was n>ed at first, but this did not 
hit hard enough. The need to show 
the Snorkel in action still persisted. 
So ShcafTcr turned to the natural me- 
dium for visual demonstration. 

In the fall of 1952, SheafTer launched 
the Snorkel on tv via segments of 1 our 
Shoio of Shows, \RC TV. Sales began 
to respond almost immediately, and 



Sheaffer remained on the Caesar-Coca 
vehicle through the '52-'53 season. 

In June of 1953, Sheaffer signed for 
shared-sponsorship of Jackie Gleason's 
Saturday night show on CBS TV for 
the coming season. That summer they 
ran on the replacement show with 
Larry Storch, till Gleason returned in 
the fall. At the end of the summer, the 
"White Gloves'' commercial made its 
bow on the air and started to run on 
the Gleason show. 

The results of reaching a huge audi- 
ence with a startlingly effective demon- 
stration of its new product were soon 
apparent. The Christmas-selling peri- 
od of October, November and Decem- 
ber 1953 set a record high in sales, 
about two and a half times as great as 
for the same period the year before, 
according to Don Heed. In fact, the 
unexpectedly large volume of sales 
caused a stork clean-out in December. 

"We were completely out of every- 
thing we had in the factory,'' recounts 
Reed. "We had shipped all the stock 
we had on hand to the dealers, includ- 
ing whatever we had in the display 
cases in the lobby of our building. The 
salesmen even sold their samples. Were 
we surprised !" 

In order to catch up on inventory, 



now 



in 



proof positive 

WCUE 
FIRST 
AKRON 



latest 
1 1 ooper 
ratings 

M; rrh- April 
1* ... 



SHARE OF 
RADIO AUDIENCE 


Mon. thru Fri. 
8:00 A.M.-12 Noon 


Mon. thru Fri. 
12 Noon-6:00 P.M. 


WCUE 


32.2 


32.7 


Station B 


29.5 


28.3 


Station C 


27.0 


21.6 


Station D 


4.2 


9.3 



. Akron's only Independent — we're home folks. 

TIM ELLIOT, President 
John E. Pearson Co., National Representatives 



and also keep up with the demand that 
continued even after Christmas — (an 
un precede n ted situation) — SheafTer 
went on a six-day production week 
from January to mid-March 1954. 
Meanwhile, says Reed, the dealers were 
screaming, "Ship more pens or put off 
that tv show!" 

Gleason carried the advertising ball 
for Snorkel (and a few other SheafTer 
pens) till March of this year, bolstered 
by spot tv announcements on film pro- 
grams in markets he didn't reach (such 
as Seattle, Milwaukee, Schenectady, 
Erie, Utica, Lancaster, Richmond, New 
Haven, Providence, Houston). 

In March, Sheaffer launched a 
schedule on NRC TV's Today-Home- 
Tonight participation vehicles which 
will run through June. Commercials 
on these shows support SheafTer ball- 
points and other low-priced pens in 
addition to the Snorkel. The person- 
ality value of stars Garroway, Francis 
and Allen was the chief reason for 
choice of this combo, says Seeds' tv 
director, Russell Young. The morning, 
noon and night time periods with their 
promises of new and varied audiences 
were another important factor. An- 
other plus: the stars lent themselves 
beautifully to merchandising and 
point-of-sale support. 

Since the T-ll-T trio are not tele- 
vised on the West Coast, ShcafTcr uses 
Panorama Pacific a daily 7:0045:00 
a.m. wake-up show seen in Los An- 
geles. San Francisco and San Diego — 
to cover that region. 

SheafTer hazards that Gleason plus 
T-ll-T plus the spot support reached 
an estimated 52,600,000 people. 

At the beginning of February of 
this year (1955), SheafTer, for its 
Fineline Division, started to bankroll 
// ho Said That, a panel quiz with 
John Daly on ARC TV. This ran for 
13 weeks till May. at which time the 
pen company turned to alternate-week 
sponsorship (with Raleigh cigarettes) 
of a new ARC TV quiz, Penny to a 
Million, ni.e.'d by Rill Goodwin 
(Wednesday, 9:30-10 p.m.). 

This hitter show was selected, says 
Don Heed, because of its wide appeal 
to an average general audience; it has 
empathy, is pitched at a level that 
makes people feel they could get on the 
show and answer those questions, too, 
sa\s Reed. It is currently running on 
about 80 stations. 

A word here about SheafTer's Fine- 
line Division. This division puts out 
a lower-priced line of pens. Till re- 
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SPONSOR 



L. C. Walker, President 
Shaw-Walker, comments: 

"Of our products, we say: 
'Built Like a Skyscraper.' 
Actually, you can say the same 
thing about our business. We've 
been growing since 1899 — and 
we're still on our way up! But 
growth has always been typical of 
business in this area. WOOD-TV s 
continuous expansion reflects 
the sound, steady development 
of JFestern Michigan as a whole." 



, "Built Like i 
rJySkyiffapcf ' 



MUSKEGON 



CITY . LIMIT 





WOODIand-TV is big territory! 



Chances are, your desk and chair came 
straight from WOODIand-TV — or. more 
correctly, from Shaw- Walker, world's 
largest exclusive maker of office furniture 
and filing equipment. 

The growth of companies like Shaw- 
Walker is typical of the continuing growth 
of husiness and industry, throughout the 
entire WOODIand area. 



WOOD 



And this rich, expanding Western Michi- 
gan market is all yours with WOOD-TV 
. . . first station in the country to deliver 
316.000 walls from a tower 1000' ahovc 
average terrain. ^ on get important cities 
like Muskegon. Battle Creek, Lansing and 
Kalamazoo . . . plus (lie primary trading 
center of Grand Rapids . . . when you 
schedule WOOD-TV . . . Grand Kap'ids' 
only television station! 




GRAND RAPIDS, MICHIGAN 



G RAN DWOOD BROADCASTING COMPANY • NBC. BASIC; ABC. DuMONT. SUPPLEMENTARY • ASSOCIATED WITH WFBM-AM AND 
TV, INDIANAPOLIS. IND. • WFDF. FLINT, MICH . WEOA. EVANSVILLE. IND. • WOOD-AM. WOOD-TV R PRC SCNTfD PY KAT7 *GF**CY 
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client crises must be avoided if possi- 
ble, or solved before they reach the 
stage of impasse. A good part of the 
responsibility for reconciliation of con- 
flicting viewpoints is assumed by P&G. 

For the agency it means constant 
self-examination and scrutiny of rec- 
ommendations, strong pressure to elim- 
inate careless thinking; it means a 
close client relationship— batting each 
step back and forth along the way till 
it is sometimes hard, SPONSOR is told, 
to tell what part of the final recom- 
mendation belongs to the agency, what 
part to the client. 

Behind P&G's conviction that it is 
wise to let an agency go ahead and 
spend its millions even if it doesn't 
agree with it lies a realistic appraisal 
of advertising. 

"It is our thesis," says Snow, "that 
there is no such thing as a final an- 
swer or one way only of doing things 
in advertising. The best you can do 
is come with a plan that seems, after 
careful study, to make sense. If it 
does, you can buy it. 

"In other words, at P&G we believe 
that there may be more than one 
right way to sell a product. The fact 
is that P&G does occasionally operate 
under conflicting advertising philoso- 
phies at the same time." 

P&G cites an example: Prell and 
Drene are two shampoos aimed at 
women. They can be presumed to have 
the same basic appeal. Benton & 
Bowles, which handles Prell, proposed 
concentration on the housewife market 
and urged that the ad money be put 
into daylight radio and tv and in the 
women's service magazines. 

Compton, on the other hand, de- 
clared that the working girl should be 
important so far as Drene was con- 
cerned, as well as the housewife, and 
proposed neglecting daytime altogether 
in favor of nighttime tv and screen 
magazines. 

P&G says it bought both presenta- 
tions; they were in effect between 
1950-53. What's more, both paid off. 

When its bread-and-butter is at 
stake, how do you prevent the agency 
from falling prey to the all-too-human 
ailment of knuckling under to the man 
who holds the pay check? How can 
you be sure that the agency is giving 
you what it truly believes is good for 
you rather than what it thinks you 
want to hear? 

A P&G spokesman answers: "As a 
practical matter, when an agency 
agrees with us, it is also agreeing to 



share responsibility for the idea. We 
give a recommendation a thorough 
going over, try to see that the agency 
has really thought the thing through 
and is not merely going along with 



us. 



There are no rules here; you must 
rely on intelligence, tact, self-disci- 
pline. If there is any principle, it is 
administrative: get differences ironed 
out before going up the next step of 
the scale. How it works is seen in the 
typical case of an agency proposal for 
a tv show. 

First, of course, the account man has 



reached full accord with his tv man. 
He, or both present the case for the 
program to the tv section at P&G. The 
next stage is the inclusion of the me- 
dia head of P&G and the manager and 
associate manager of the tv and radio 
operation. After agreement is reached, 
the package is presented jointly by 
agency and the tv section to the brand 
man, who is the client. 

From the agency point of view this 
system of presentation permits it to 
eliminate weaknesses before it reaches 
the top decision-making level in the 
client organization. From the P&G 



TOPS IN CHICAGO!! 

WGN-TV was the only Chicago station to 
place in Kill hoard Magazine's 1 Ttli Annual 
Promot ion Competition ! 



ONLY 
CHICAGO 
STATION 



Best Job of Sales Promotion for TV Film 
Programs in 1954! 

(Markets 500,000 and over — second in the nation) 

Best Job of Audience Promotion for TV 
Film Programs during 1954! 

(Markets 500,000 and over — 5th in the nation) 

Best Job of Merchandising Promotion 
for TV Film Programs during 1954! 

(Markets of 500,000 and over — 8th in the nation) 



Based on their knowledge of station activities, top agency 
executives, leading advertisers, film distributors and film 
producers placed WGN-TV above all Chicago stations! 

PROOF AGAIN THAT THE TOP STATION 
IN CHICAGO FOR YOUR ADVERTISING IS 
WGN-TV! 



441 N. Michigan Avenue 
Chicago 11 
Illinois 



WGN-TV 

Chicago Q 



For the best radio buy in Chicago, it's WGN — reaching 
more homes than any other Chicago medium. 
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Big Mike is staking out claim to some 1 00,000 addi- 
tional families as a result of KFAB's switch to NBC 
from CBS. These listeners represent, in round num- 
ber, those lost to other CBS stations with overlap- 
ping primary areas . . . three CBS stations in a 
300-mile line. KFAB is the only NBC station in the 
same area. The situation is even more favorable to 
KFAB when you compare the "CBS frequencies" . . . 
570— WNAX Yankton, 590— WOW Omaha, and 
580— WIBW Topeka. It's simple arithmetic that 
the CBS audience will now be split three ways. 

It all adds up to the fact that "three in a row gives 
NBC-KFAB an even bigger show." 

Free & Peters will be glad to tell you how they feel 
about it. So will General Manager Harry Burke. 



'AJ 1 '-< ' / / / , 

-v^^x; WW li.//9?r Jh 
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//* the BIG 
MIDDLE of a 
BILLION $ $ 

MARKET! 

FAMILIES WITH 

M.I Ih.'l.'ill.llllll 

SPENDABLE INCOME 
iSalcs Management May 1954) 

lll.'lllll 

TELEVISION SETS IN AREA 
(Television Magazine Report 
March /, /955; 

The ONE way to reach ALL 
of MISSOURI'S 3RD 
LARGEST MARKET! 
• 

R L STUFFLEBAM 
Commercial Manager 



NATIONAL REPRESENTATIVE 
GEORGE P IIOLLINGBERY 
NEW YORK CHICAGO 
LOS ANGELES ATLANTA 
SAN FRANCISCO 



ORIGINATING STATION ABC 
OZARK JUBILEE" 



tenth, il was virtually a separate op- 
eration from Sheaffer, had its own 
distribution system (through whole- 
salers onh rather than directly to 
dealers) and its own advertising and 
merchandising operation headed by 
TVle Karle. Sheaffer assistant ad man- 
ager, and Gene Troy, sales manage; 
for Fineline. 

As of I Jul\, the divisional lines be- 
tween Fineline and Sheaffer will he 
erased. Sheaffer salesmen will start to 
handle Fineline products and vice 
versa. The advertising effort, too, will 
be a single one, handled by one team. 

Penny to a Million will still be de- 
voted chiefly to promoting the Fineline 
pens. The regular Sheaffer line — re- 
ferred to by the company as its "White 
Dot" pens and which include the Snor- 
kel will be supported by a new pro- 
gram on CBS TV this' fall. Called 
Xavy Log. it is a dramatic documen- 
tary series about the navy which 
Sheaffer will sponsor on an alternate- 
week basis w ith Ma) tag. They ba\e 
ordered about 130 stations for the 
show (which will run Tuesdays. 8- 
8:30 p.m.) ; wherever they cannot get 
network coverage, they will use spot 
tv as in the past. 

Xavy Log was chosen because the 
company feels it will deliver a tre- 
mendous and varied audience of adults 
and leen-agers; also, it has a certain 
stature and dignity that it is thought 
will give added prestige to Sheaffer 
advertising. 

Asked about the big switch in their 
choice of tv vehicles from comedy 
star Gleason to a dramatic documen- 
tary Heed remarked: "The fact that 
we used Gleason and were successful 
with him doesn't mean that he was I he 
optimum thing for us. \\ e have a 
good feeling about ibis new show. 

Plans are now in the works for mer- 
chandising and dealer tie-ins on Xavy 
Log. which effort is likely to be car- 
ried out with the full cooperation of 
the l .S. Xavy. 

The program also furnishes many 
possibilities for new and dramatic 
commercials. 

Meanwhile, the CMS TV network slot 
to be occupied b> Xavy Log (proba- 
bly by mid-September) will be utilized 
by Sheaffer and May lag during thi- 
stimmer with another show to stall 12 
July. Program was not set at spon- 
sor's presenile. 

But whatever show Sheaffer picks 
to fdl ils summer slot, il will almost 
certainly be in keeping with lhe.com- 
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panys mass audience objectives: "We 
try to aim our adv ertising to a middle- 
income group those making between 
$4,000 and $7,500 a year.'' says Don 
Reed. 

Though prices of Sheaffer pens and 
desks sets range all the way from 
$3.75 to $110, the bulk of the com- 
pany's sales — about 60'/- — fall in the 
$8.75-to-$10 range, largel) the Snor- 
kel. Coining up fast in sales of lower- 
priced items are Sheaffer s new "TIP- 
dip"' pens — the Craftsman and Cadet 

which, like the Snorkel, also sport 
a messproof filling feature la hole in 
the tip-end of the feed). 

About three quarters of Sheaffer's 
air budget is still behind the Snorkel, 
the company's best seller. The com- 
pany s total budget for 195-1 amounted 
to $3,700,000: of tins 75 to 80' r goes 
lo tv. 

As mentioned earlier. Sheaffer likes 
its commercials dramatic and memor- 
able. First and most outstanding of 
the pitches was the prize-winning 



»»So groat hax; boon I hi* scientific ami 
technological ad\aneos. so great has 
lioon the expansion of our imlustrial 
production facilities in America, that 
actually our ability to move goods into 
the hands of customers today is lagging 
10 to 15 years behind all types of pro- 
duction." 

HOY \V. JOHNSON 
Executive Y,l*. 
General Electric 
Syracuse. i¥. V. 
***** *** 



'"White Gloves" commercial lin which 
a v oung lady wearing spanking white 
gloves proceeds lo fill a Snorkel and 
wipe it across one glove without stain- 
ing it). This plug, which debuted in 
the fall of 1953, is now being gradual- 
ly "put out to pasture." The com- 
mercials now show the pen being 
wiped across a fresh white shirt cuff 
or I he sleeve of a lacv blouse. They 
are getting away from concentration 
on the actual demonstration, lay more 
stress on elements such as prestige and 
pride of ownership in the Snorkel. 

With the Snorkel, the company had 
an unusual distinguishing gimmick 
around which to build commercials, 
points out liussell Voting, tv director 
at Seeds. But the ballpoints, which are 
practically all the same, needed drama- 
tizing, too. So Voting and Heed and 
Seed'-' copy chief. Lee Marshall, put 
their heads together and came up with 
a series of graphic commercials for 
ihe company's ballpoints. These are 

SPONSOR 



running currently on jNBC TV's To- 
day-Ilorne-Tonighl as film clips with 
the star's voice oxer. 

The ballpoint commercials show the 
pens operating successfully under ex- 
treme circumstances. One shows the 
pen writing on a cigarette paper held 
between two fingers to demonstrate 
responsiveness of touch ; then the same 
pen is held against a white-wall tire 
furiously spinning at 70 miles per 
hour, to show it can stand extreme 
pressures. 

Another commercial shows a scale 
scarcely weighted with three or four 
pennies on one platform, while the 
ballpoint writes on a piece of paper 
on the other platform with a touch so 
light as to keep the pennies evenly bal- 
anced. Right after that, the scale ap- 
pears with a heavy Manhattan phone 
book pulling one platform way down; 
the ballpoint presses down on the other 
one with heavy enough pressure to 
balance the tome and manages to write 
on the paper. 

Kaeh of the Sheafler commercials is 
edited into plugs for use by dealers, 
who are furnished complete sets of 
commercials on request. Dealers buy 
their own tune on the local air. The 
commercials are part of a lv tie-in 
package which also include ID mats 
for flip cards, suggested 'scripts for 
voice-over to identify his store and 
news releases for the local paper. 

Other pen companies have also made 
more or less extensive use of air adver- 
tising. Sheaffer's closest competitor 
Parker, has also dipped into network 
tv. Last season, they sponsored Four 
Star Playhouse on CBS TV, alternate 
weeks. This fall, they will bankroll 
an ABC TV network show, Wyatt 
Earp (Tuesday. 8:30-9 p.m.). Their 
tv expenditure is listed at $2,000,000 
in the Standard Advertising Register 
lout of a total $3,500,000 budget). 

Paper-Mate, leader in the ballpoint 
pen market, has a current investment 
of $2,500,000 in both network and 
spot radio and tv. They sponsor Peo- 
ple Are Funny on both NBC T V and 
NBC Radio. In addition they run a 
year-round saturation spot campaign 
in major markets, which alone gets 
about $1,000,000 of the broadcast al- 
location. Their total ad budget conies 
to roughly $4.5 million, according to 
Paper-Mate's assistant advertising 
manager, Robert B. McDonald. < Pa- 
per-Mate's air success was described 
fully in sponsor, 22 February 1954, 
page 40) . ' * * * 



PROCTER & GAMBLE STORY 

[Continued from page 2<! I 

fixe-a-week nighttime strip when D-P-S 
proposed it: nor xxas it cotisen atix e to 
stay xvith daytime tx when the "ex- 
perts ' were saying that women 
couldn't watch tx and do their house- 
xvork at the same time. And. he adds, 
it surely wasn't "safe" to make Cheer 
blue or Dreft pink. 

No level is free of client supervision, 
from copy through production of I 
shows and commercials. But this does 
not mean that P&G people monkey 
with the ac tual work of production it- 
self. 

On the contrary. thc\ follow a strict 
hands off policy, \exer. for example, 
will you find a P&C representative tell- 
ing a shoxx director what to do in a 
studio, or a P&G copy supervisor arbi- 
trarily rewriting a piece of copy. "\Yi» 
nexer tell an agency to do anything." 
is the xvay a P&G man puts it. 

This client respect for the creatixe 
responsibilities and personalities of 
agency people wins a warm response 
from everyone you talk to xvho work* 
on Procter & Gamble business. It ap- 
pears responsible in large measure for 
the fierce loxaltx you are likely to en- 
counter in ad houses. Pew clients are 
as respected by the agency people who 
work for them. 

Strangely, this widespread admira- 
tion must he expressed in off-the-record 
conversation. It is somewhat surpris- 
ing to pursue a rich round of confiden- 
tial inten iews and to pick up practical- 
lx no company dirt. \nd. let ns admit, 
it is also somewhat disappointing. 

ffoir to handle oin'itch'n: The agen- 
cy is presumed to be right, explains 
\d Manager Chase. This means that, 
no matter how argumeutatix e the P&C 
people get. no matter how critical of 
an agency's point of xiexx. if after all 
the client sharpshooling. the agency 
still insists on its wax. P&C will gixe 
in 99-14 HWi of the time. 

The company's main concern. «ax< 
Chase, is that the agency have a con- 
sistent, sensible case, and that it be 
absoluleK convinced of its validity. 

Does this mean that PM'. renounces 
the traditional client prerogalix e of re- 
jecting agency recommendations it dis- 
likes? Chase's answer is wot tin of 
study bx other adxeitiser-. "We nexer 
reject a recommendation. We take the 
position that if we rcjtHt a recommen- 
dation xve reject the agency. 

For P&G this means that agency- 
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by WTVW Channel 1 2 in 
Milwaukee is a Giant 
1105 faat Tawer. When 
completed this structure 
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Have You Been 

In The Upper 

Ohio Valley 
Recently? 

You wouldn't know the Wheeling Area 
anymore. New plants, new homes, new 
stores and buildings — -in fact — the Up- 
per Ohio Valley has become a beehive 
of activity — truly the Ruhr Valley of 
America. Once you check the facts you 
will learn that the best medium to reach 
this fast glowing market at the lowest 
cost per thousand is WTRl-TV. Within 
its coverage area there are 397,000 fami- 
lies, consisting of 1,399,800 people, own- 
ing 301,778 television sets. The com- 
bined annual spendable income is 
51,980,103,000 or an average of $5,631 
per household, 5>357 more than the na- 
tional average. 

W'l RF TV, operating on channel 7 with 
310,000 watts, transmitting NHC pro- 
grams, supplemented by ABC and lota] 
originations, is by every accepted stand- 
ard of measurement the dominant sta 
lion in tliis area. I clcpnlse, Hooper 
and ARB indicate its widespread popu 
laritv — wav ahead of any seond station. 
We would like you to see these figures 
and suggest yon call any 1 lollingbery 
office, or Bob Ferguson, VI' and Ceneral 
Managci , Wheeling 1177. 

Remember — things are happening in the 
t'ppcr Ohio Valley, and things will hap 
pen feu \ou when you see . . . 

WTRF-TV 

Channel *J 316,000 Watts 

WHEELING, W. VA. 

Equipped for nthvork color 



point of view, it allows for company 
participation in the actual formulation 
of the final presentation. The brand 
man. knowing that his brand is getting 
his own department s best thinking as 
well as his agency s, is most unlikely 
to object very seriously to the recom- 
mendation so long as it fits into his 
marketing strategy. 

To its operational advantages, the 
s\ stem adds the benefit of enabling 
P&G to put its own considerable broad- 
cast experience and knowledge at the 
disposal of its agencies and to lend it 
a helpful hand. Gail Smith, who su- 
pervises the radio and tv departments, 
recalls the origin of its top daytime tv 
show as a ease in point. 

Sometime in 1951, Roy Windsor, 
who heads up tv and radio at Pnow- 
Biern-Toigo. pulled together the idea 
of Search For Tomorrow, a daytime 
serial. The first agency presentation 
was made to Smith and Bill Craig, 
head of P&G television. P&G had just 
had an unhappy experience with its 
first tv serial. But as a result of ex- 
perience with the show, it had gained 
important knowledge of production 
problems and costs involved in a five- 
lime-a-week dramatic show. 

This knowledge was put to work in 
enriching the Biow presentation, which 
was reworked to include the P&G ma- 
terial. It was the new joint presenta- 
tion that was then submitted to the 
brand group at P&G. It was bought. 

Similarly, you will find the radio, 
media and copy departments working 
together with the agency to get propos- 
als to management in shape. 

Despite the joint endeavors, com- 
pany spokesmen repeatedly stress that 
the basic responsibility for the adver- 
tising of the brands rests on the 
agency. 

Even when l'&G is studying a 
question on its own and has made 
some observations, it will refrain from 
pressuring the agenc ies to accept them. 
It may. however, suggest to the agen- 
cy in the gentlest manner that research 
in a certain direction might be in- 
teresting. 

"For example," sa\s a l'&G repre- 
sentative, "we might send a note to 
our agencies which would say some- 
thing like 'Have you considered pos- 
sible changes in the farm market dur- 
ing the past decade, involving such 
matters as age. incomes, purchasing 
habits, and so forth?' ! ' 

How P&G gets the benefit of com- 
bined agency thinking is revealed bv 



this description of what happens to 
the recommendation of an agency in 
the company line-up. 

Says the P&G man: "Suppose \\p 
are wondering — to take a hypothetical 
ease — whether to use foreign-language 
broadcasting. We ask Agency A to 
study the. matter thorough!.} and make 
a recommendation. If Agency A's con- 
clusions indicate that the course being 
followed by a brand handled by Agen- 
cy B is questionable, that agency is 
given the benefit of Agency A's find- 
ings and asked to reexamine its own 
recommendations. 

The agenc) studies go on constant- 
ly. They cover a wide range of sub- 
jects like: Should we start producing 
color commercials now ? Are anthol- 
ogy shows getting more- or less-pop- 
ular? What is the trend in quiz shows? 
At limes, it is reported, the questions 
can seem prett} academic. 

The careful attitude which seems to 
cut through the whole structure of 
P&G's agency relations is one that ad- 
men working on its brands feel other 
advertisers, both large and small, could 
well try to duplicate. You don t have 
to be spending in the big leagues in 
order to get v our agency to perform 



Discover this 
Rich Market 



Covered Exclusively 
by KHOL-TV 



NEBRASKA 




• 30% of Nebraska's 
Entire Farm Market 

• 128,000 Families 

• With a Vi-billion 
dollars to spend 

High per capita income based on 
irrigated farming, ranching, light 
industry and watcrpowcr. 

For information, contact Al Mc- 
Phillamy, Sales Manager, or your 
nearest MEEKER representative. 

KHOL-TV 

Holdrege & Kearney, Nebr. 
CBS • ABC • NBC • DUMONT 
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well, they point out. These are some 
tips from P&G agencv executives: 

First of all. treat your agency with 
the respect owing to specialists, they 
urge. Make it responsible for the way 
its proposals work out in practice. 
Don't try to force your agencv to work 
your way when it really prefers an- 
other. Above all. goes the advice, have 
confidence in your agency. Remember 
that to do its job well it must he prop- 
erly informed. If you do not divulge 
full information to your agency, it 
cannot do its best and you are short- 
changing yourself. 

The thing to look for. a P&G man 
emphasizes, is consistency. For exam- 
ple, if a presentation has been made 
you urging that a certain show he 
bought because it allows for integra- 
tion of commercial and a succeeding 
presentation proposes a show on the 
grounds that integration, which is im- 
possible in this case, is not important, 
you might question whether jour 
agency is really delivering as it should. 

An account man, reviewing his ex- 
perience with Procter & Gamble, be- 
lieves that the basic P&G approach to 
developing a campaign for a new 
product is universally applicable. 

• Client and agency sit down to- 
gether and decide upon a marketing 
strategy covering such questions as 
prospects, price range, competition, 
packaging. 

• The client obtains the most com- 
plete product information possible 
from his own organization and sees to 
it that the agency is thoroughly fa- 
miliar with all latest developments. 

« Client and agency together devel- 
op the advertising claims. 
« Client and agency agree on an in- 
troductory plan to develop dealer, 
salesman and consumer interest. 

• The agency's copy and media pro- 
posals are tested in local markets while 
distribution is being built. 

• You go national when distribution 
allows; by this time the copy platform 
and over-all ad approach are com- 
pleted. 

P&G. with its impressive ad back- 
ground, goes an important step fur- 
ther in its agency relations. 

Advertising Manager Chase puts it 
this way: "The continued strength of 
our day-to-day operation depends so 
much on successful advertising that it 
is worth adding whatever dimension 
we can." 

P&G atl structure: That added di- 



mension is evident in the unique P&G 
ad department, aptly described by one 
of their agency men as ''a built-in 
agency.** The P&G policy is to dupli- 
cate the agencv structure, department 
for department. The ad department 
does not duplicate agency functions. 
P&G emphasizes; its role is supple- 
mental. 

Thus, the agency account man finds 
his duplicate in the P&G brand man, 
the tv head in Director of Television 
Hill Craig, the radio head in Director 
of Radio Bill Ramsey. The agencv cop\ 
head meets his counterpart in P&G's 



Director of Copv E. II. Lolspeidi, and 
the art director in Diriv tor of Art Ger- 
hart. V genet time and space Inner* 
are paralleled In P&G Director of Me- 
dia Paul Huth and his staff. Vnd 
agencv administrators find their cor- 
responding levels in A. \. Ilalverstadt. 
P&G's Manager of the Advertising 
Production Division, and his Associate 
Manager. Gail Smith. 

Contact is maintained on a da) -to- 
day ba>is on all tbe>e levels with the 
agencies. At the beginning this can be 
confusing to I he ad house, but it soon 
learns the sense of it. As a soap ex- 




Opening ceremonies dedicating expanded facilities at the High 
Point Furniture Building ... in the heart of WSJS-TV coverage 
. . . where the world's greatest concentration of furniture manu- 
facturing boosts the big buying power of the dynamic WSJS-TV 
market. — 

WINSTON-SALEM, N. C. 
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There's Real 
Sales Potential 
Here/ 




a billion dollar market! 



all or part of 12 counties and 
over 100 communities — 23 towns 
over 5,000 population — 77 towns 
over 1,000 population. 



Rockford alone is 31% ABOVE 
NATIONAL AVERAGE on per 
capita income and 20% ABOVE 
NATIONAL AVERAGE on per 
family income. Rockford is the 
second largest machine tool man- 
ufacturing city in the U. S. 

The 44,637 farm households in 
this rich area have an average in- 
come of TWICE THE NA- 
I ION II. AVERAGE. 



WREX-TV Rockford, Illinois, the 7 -city 
station dominates this tremendous 
market with 58 top CHS ABC network 
shows. 



CBS ABC 

AFFILIATIONS 



WREX-TV channel 13 
ROCKFORD, ILLINOIS 



J. M. Baisch, General Mgr. 
represented by H-R TELEVISION, INC. 
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pert puts it: " 'At P&G administrative 
lines arc finely drawn; you always 
know precisely who does what." 

Although the various sections are 
clearly defined on paper, there are no 
fixed lines of separation in practice. 
I'&G's whole program of personnel de- 
velopment is geared to the concept of 
the rounded personality who is ground- 
ed in all aspects of brand promotion. 
You find such a cross-fertilization of 
ideas between men who are formally 
supposed to be in quite different de- 
partments when you observe them in 
Cincinnati, that you wonder whether 
departmental divisions are firm at all. 

For example, you are likely to find a 
media man generously handing out 
copy notions, or an art man critically 
holding forth on the value of a network 
time slot. "We don't give a darn where 
an idea comes from, if it's a good 
idea," a P&G spokesman explains. 

This is one of the reasons why peo- 
ple who have dealt with the company 
for years regard P&G as "a thing apart 
in the business world," as one admir- 
ing broadcaster puts it. 

Says a former employee: "P&G is a 
democracy run on pure logic. It is a 
self-perpetuating management that will 
always do well. You rise there on 
merit only, not on relationship." 

What is true of the ad department, 
which has now grown to over 100 peo- 
ple, is true of management as a whole. 
The American Institute of Manage- 
ment comments that the P&G manage- 
ment is "entirely free of nepotism," 
and declares: "Based upon compara- 
tive management audits of approxi- 
mately three thousand corporations, 
periodically surveyed by the American 
Institute of Management, Procter & 
Gamble emerges as one of America's 
truly exemplary industrial manage- 
ments." 

P&G's methods of handling its agen- 
cies are but reflections of its internal 
personnel altitude, which is aimed at 
producing responsible executives from 
within. A P&G representative states: 
*'()ur policy is to give our )ouiig fel- 
lows the. ball and lei them run with il. 
I he onlv way to leach a young man 
responsibility is to let him grow into it 
by practicing it. I'nless we conscious- 
ly try lo de\eh>p ihe initiative and re- 
sponsibility of the young men. the ex- 
ecutives, who can oidy get older, will 
have no one to replace them. Unless 
we allow able new executives to de- 
velop and ti.-e. as a company we're 
dead." 



I*A€1 Productions: The policy is il- 
lustrated in the way Procter & Gamble 
Productions. Inc. works. This is a 
subsidiary corporation set up as a 
separate legal entity to handle the show 
side of radio and tv. It buys and sells 
shows, hires talent, signs contracts, ne- 
gotiates with producers and agents, as 
any production outfit might. It is 
headed by A. N. Halverstadt; under 
him as associate manager is Gail 
Smith. Radio is headed by Bill Ram- 
sey, who has two assistants; tv by Bill 
Craig, who has four. 

Ramsey and Craig have over-all re- 
sponsibility for the shows; the assis- 
tant is the "P&G man" directly as- 
signed to specific programs. The P&G 
Production man has a busy supervisory- 
life. He is sole contact between agency 
and P&G on show questions. He checks 
budgets to see that the agency stays 
within its promised expenditures. He 
reviews scripts, watches shows, cheeks 
casting, keeps an eye on quality of 
production, lie meets with the agency 
supervisory groups once a month, but 
v isits the agency at least every other 
week on a more informal basis. 

To the agency the P&G man repre- 
sents a sympathetic ear, a client who 
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understands a lot about what goes into 
shows. To P&G he represents an in- 
formed means of keeping its shows at 
top level all the time. He symbolizes 
the policy enunciated by Ad Manager 
Chase: "We try to be an informed buy- 
er of goods and services. To be such 
you have to know something about 
what you are buying." 

It is a lot of responsibility which is 
handed the P&G Productions man. An 
agency producer supplies an illuminat- 
ing description of a typical script con- 
ference on a da) time serial between 
client and agency. These meetings are 
held once or twice yearly to take up 
a basic story sequence just developed 
by the writer for what may be a six- 
to-nine-month run. Present will be the 
writer, possibly the director, the pro- 
ducer and whoever may be directly 
above him in the tv department, and 
for the client, tv head Bill Craig and 
the assistant assigned to the show. 

"As the meeting progresses," says 
the producer, "you notice that the 
young P&G Production guy is doing 
all the talking for P&G. lie is asking 
all the questions. Craig sits back quiet- 
ly, says very little. The young fellow 
is actually shouldering the responsi- 



bility. Occasionally, he will turn to 
Craig when he is unsure of something, 
and Craig may toss in a question to 
cover a point the other may have neg- 
lected. Of course, you know that Craig 
is keeping a watchful eye on things, but 
it's clear that hall is in the younger 
guy's hands to run with." 

The P&G concern with the human 
element sometimes upsets departmen- 
tal lines. For example, when the ra- 
dio serials Brighter Day and Road of 
Life were adapted for tv the question 
came up of who should be assigned to 
them for P&G Productions. The deci- 
sion was made to put the man handling 
them for the radio department in 
charge, on the grounds that he had al- 
ready developed a smooth working re- 
lationship with the agency, producer, 
director and writer. 

So we find Ramsey's assistant han- 
dling two tv shows which still remain 
Craig's ultimate responsibility. 

The PAG Club: The \oung P&G'er 
knows that he has a future with the 
company. President Neil McElroy 
came out of the ad ranks. Executive 
v.p. Howard Morgens was recently ad- 
vertising manager. That the P&G com- 



bination of opportmiitv and seeuriu 
lias attractions is evidenced by the low 
turn-over of personnel. 

Occasionally, a P&G ad man due- 
led ve — it may be d i-^atisfactiou with 
Cincinnati, the promise of New York, 
a desire to do something else, or per- 
haps failure to live up to P&G's ex- 
acting standards. 

Since so many of P&G's men have 
lived their whole business life, or a 
substantial part of it with the company, 
the) may ha\e difficulty adjusting to 
the outside world. "They miss its con- 
tinuity and democracy." a former em- 
ployee says. 

About 15 to 20 P&G ex-patriales 
meet regularly for lunch in New York 
in an informal P&G Club. Their remi- 
niscences and go-sip are shared in a 
colorful restaurant on Park Avenue di- 
rectly across the street from Lever 
Bros. Their P&G schooling has taken 
the place of the old school tie. 

The limir.v of logic; Like the time- 
bu\er who mu-t be able to justify his 
purchase to the media department, the 
ex-patriate will express his admiration 
for P&G's great broadcasting knowl- 
edge. The company, he will tell \ ou, 
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• . • keeps viewers tuned to 

KM.JTV 

FRESNO, CALIFORNIA < CHANNEL 24 

NBC affiliate 

the San Joaquin Valley's 
FIRST TV station in . . . 

POWER now 447,000 watts. 

RECEPTION Pacific Coast Measurement Bureau 
Survey (Oct. '54) shows KMJ-TV re- 
ception "most satisfactory" in area. 

RATINGS KMJ-TV carries 24 out of the 35 top- 
rated nighttime programs in the 
Fresno area (ARB report, March '55) . 

COLOR KMJ-TV was the first local station 
equipped to transmit network color 
shows and has presented them on a 
regularly scheduled basis. 

Paul H. Raymer, National Representative 
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time for 

DAYLIGHT SAVING 

in 

SOUTHERN CALIFORNIA 
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you have to get up prit-tee early theie 
days, what with DAYLIGHT SAVING 
and all . . . but you still can't beat the 
SAVING, daytime that is, your client 
will make when they buy DAYTIME 
TV on KRCA at these cost per 1000 
strip prices: 

7- 8 A.M. weekdays 

10-sec 19c 

20-sec 37c 

8- 9 A.M. weekdays 

10-sec 24c 

20-sec 49c 

9- 12 N. weekdays 

10-sec 12c 

20-sec 24c 

12-6 P.M. weekdays 

10-sec 22c 

20-sec 43c 

don't let the sun set on these prices, 
be an early bargain bird and check 
now for details with . . . 



KRCA-4 Los Angeles 
NBC SPOT SALES 



lias done its utmost to eliminate error 
and uncertainty from the sales depart- 
ment to the media department. And 
its remarkable career indicates that the 
thoroughness and conservath eness for 
which it is noted have paid off. 

Still, despite the facade of logic it 
likes to present to the public, P&G can- 
not get away in the end from the im- 
measurables of judgment, imagination 
and taste. Those working in the pro- 
gram area are definitely concerned 
with the character and suitability of 
shows. The public relations division is 
on top of all scripts to see that nothing 
creeps in that might hurt the com- 
pany s reputation. 

Even the brand men are reported to 
be swayed by emotional tides that may 
run into direct conflict with carefully 
worked out media proposals. Brand 
men in charge of the big P&G sellers, 
i for example, are concerned often, as 
other advertisers, with the prestige 
character of the shows they sponsor. 

Finally, when the charts have all 
been analyzed, the facts annotated, and 
the slide rules put away, must not the 
deciding factor in a show choice be 
somebody's judgment? Sooner or 
later you come clown to "in my opin- 
ion," whether you are the agency men 
trying to convince the tv department 
to buy a new* show, or whether you are 
the P&G tv. media and brand people 
trying to decide whether it looks like a 
winner. 

It was not prescience, but the hard 
road of experience on which P&G built 
its radio serial dynasty. Its early tv 
years have been marked as much by tv 
failures as successes, even though the 
media department has the reputation 
of being able to predict show ratings 
with fair accuracy. 

While it may be true that P&G is 
more numbers and facts conscious than 
many other advertisers, it is like the 
larger national democracy to which it 
is so well adapted in that decisions are 
* actually the result of the rubbing to- 
gether of diverse pressures. 

It is hpical of the company, and 
serves to svmboli/.e its ability to fuse 
logic and feeling into a harmonious 
union that the administrator who is 
one of the most vehement advocates of 
strict adherence to ratings and cost- 
per-l.(KK) analyses still writes popular 
songs on the side. In some vague way- 
it is reassuring to learn that he started 
out as a disk jockey. * * * 



LOCAL RADIO'S STRENGTH 

{Continued from page 41) 

New ^ ork State retail stores, puts it 
this way : "'We are sold on radio be- 
cause radio has sold for us. It cannot 
be claimed as mere coincidence that as 
our radio budget ha> expanded, so has 
our business. We believe that the most 
effective advertising we can do in ra- 
dio is spot advertising with a satura- 
tion schedule. We believe that such a 
schedule will produce more customers 
for less cost per dollar than any other 
media which can be used to produce 
large volume. We like the low produc- 
tion costs and the high degree of flexi- 
bility that radio spot advertising gives 
us.'' 

He backed up this statement with a 
radio budget of §20.400 in 1954, over 
WROW, which reaches the advertiser's 
entire Albany- Trov-Schenectady audi- 
ence. 

Some time ago this advertiser 
changed from an early -morning musi- 
cal program to a 90-a-week announce- 
ment schedule on \\ ROW, to reach po- 
tential customers around the clock. 
Says Fineberg: "We have experienced 
excellent results on special promotions 
such as anniversary sales and most 
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particularly store opening?. Advertis- 
ing campaigns which concentrated 
more than half of the total advertising 
hudget on radio produced unbelievably 
large crowds of 5,000 to 8.000 people 
to attend evening store openings w hen 
we opened a new store in a community. 
Also, we ve experienced a growth of 
trading area business which cannot be 
accounted for through the use of other 
media." 

Standard Furniture Co. computes its 
radio budget at 1.4% of sales, and 
finds that radio "gets into potential 
customers homes more successfully at 
a more economical dollar than through 
any other media." Adds Fineherg, 
''The radio message, properly done, 
can carry conviction that is lacking 
through other media." 

His proof of radio's sales impact is 
the fact that his business has increased 
seven and a half times since 1915. 
when he began using radio more heav- 
ily than in the previous nine years of 
the store's existence. Ten years ago, 
Standard Furniture Co. had one store; 
today it is a chain of four stores and 
an outlet store. It has become the sec- 
ond largest furniture operation in its 
own area and the third in New York 
State outside of the Metropolitan area. 

3. Automotive: Gardner Buick, Mil- 
waukee, Wis., with announcement 
schedules over WEMP, Milwaukee. 
Wis. 

"Big Bill" Gardner went into busi- 
ness as a Buick dealer in Milwaukee 
two years ago January. In January 
1954 he began putting 15% of his ad- 
vertising budget into minute announce- 
ments over WEMP. Milwaukee. Three 
months later, he was the biggest Buick 
dealer in the entire state, for new and 
used car sales. Today Gardner sells 
more new and used cars than any 
Buick dealer e^er sold in the state. 
His monthly sales are over 300 cars. 

Gardner's idea was to build a radio 
personality readily identifiable with his 
business. With the station, lie dreamed 
uj) a character. "Big Bill" Gardner- 
acted by one announcer who tran- 
scribed all the Gardner commercials. 
"Big Bill" sounds like a cowboy on the 
air, and it's no small herd of Buicks he 
disposes of monthly as a result. 

Both Gardner and the WEMP man- 
agement feel that this Buick's dealer's 
success with radio has been the most 
spectacular growth of a new business 
as a result of advertising in one me- 
dium onlv. 



J. fJ<»|iarfni<>iit, rfrj/ floods stores: 

Linn & Scruggs Department Store. De- 
catur, 111., with a daik woman's pro- 
gram on WDZ. Decatur, III. 

Traditional!) , department stores are 
newspaper advertisers. In fact, depart- 
ment stores have been among the most 
reluctant to try the air. Linn & 
Scruggs, too. puts 81. 2 r ; of its budget 
into newspapers. The remaining 
18.8 r fr however, are in radio, specifi- 
cally, they pay for Something to Talk 
About, Monday through Friday 1 1 :00- 
11:15 a.m. o^er WDZ. Decatur. 

Linn & Scruggs has sponsored Nan- 



<\ Norman's fa-hiou. household and 
beauty hint show consistently since 8 
March 1950. J. R. Holt, president of 
the department store. sa\s-. "tangible." 
Sa\s he: "We find that -hoes, lingerie, 
hosiery . foundations and infants wear 
product* the most tangible returns." 
\nd. he add-. . . \\ e renewed our 
contract, which would indicate that we 
felt it was bringing us business." 

Here's how Something to Talk About 
sells for Linn ik Scruggs: 

First of all. the m.c. Nancy Norman, 
integrates all commercials into the pro- 
gram. This i? a natural development, 



How to Win Certain 
SALES GAINS on RADIO 

Sales produced by a planned saturation on KXL\ Radio ICRS) 
have never failed to slum outstanding pains. Head ^vliat Mr. Dave 
LeFebvre, City Pa«senger Agent for the I'nion Pacific Railroad 
ha; to say: 

"I am pleased to report that we had a 20% increase. There were 
many new faces in the office who stated they had listened to our 
advertising on KXLY. 

Naturally, it cannot be assumed that this increase was due only 
to this advertising, but I will go on record in stating that it cer- 
tainly caused part of the increase. 

If such occasion arises I would gladly extend my support or endorse- 
ment to substantiate the effectiveness of frequent radio broad- 
casting." 



KXLY Radio 

920 ON THE DIAL — 5000 W. — CBS 

W. 315 Spraguc — Spokane, Washington 
RICHARD E. JONES — Vice Pres. & Gen. Mgr. 

Representatives 

AVERY-KNODEL, NATIONALLY except 
MOORE Cx LUND in SEATTLE and PORTLAND 
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Kids Buy Big in 
the Carolinas 

"Kids' Korral," began as a 30- 
minute Monday through Friday par- 
ticipating show, 5:00-5:30 P.M., 
with the birth of WFBC-TV in 
January, 1954. It has sold thou- 
sands of dollars worth of meats, 
bread, ice cream, candy, apparel 
and toys to thousands of kids (and 
their mamas) in S. C, N. C, Ca. 
and Tenn. Weekly drawing for 
prizes gave a soft drink an average 
of 1,000 entries per week with 
reply cards attached to 6-bottle 
cartons! Emcee Johnny Wright 
got more than 1 -million votes at 
lc each to win "Most Beautiful 
Man" contest in recent March of 
Dimes. Advertisers may sample 
studio audience with product if 
desired. 

For availabilities on "Kids' Kor- 
ral," write the Station or WEED. 



Channel 4 



WFBC-TV 

Greenvilie. S, C. 




NBC NETWORK 
Represented Nationally By 
WEED TELEVISION CORP. 



since the editorial content, as in wom- 
en's magazines, concentrates upon tips 
and helpful hints that can be of a cate- 
gory suitable to the commercial. The 
advertiser's main aim is to sell specific 
items of merchandise. He feels that in 
so doing, he is also promoting store 
traffic. After all, who's ever seen a 
woman walk into a department store, 
go to one department and one depart- 
ment only, make her purchase and 
leave without looking right or left? 

Secondly, the store felt that its very 
sponsorship of the radio program is a 
form of institutional advertising for 
the store: the department store is the 
implied source of the helpful tips, all 
of which necessarily revolve around 
categories of products that can be 
bought at a department store. 

Buyers of individual departments in 
the store are frequently interviewed on 

★ ★★★★★★★ 

• 'The pay-television promoters attack 
present free tv programing with the 
statement that it is not in fact free he- 
cansc it is paid for hy advertisements 
reflected in the prices of tlie products. 
This argument is as ahsiird as contend- 
ing that purchases of automobiles and 
clothing subsidize the press and that, 
Mere there no press, antomohiles and 
clothing would cost the consumer less. 
Of course, it is elementary economics 
thai advertising produces increased 
sales which in turn make possible in- 
creased production, lower costs and 
lower prices to the consumer. More- 
over, the lower prices are enjoyed hy 
all buyers — those who do not own re- 
ceiving sets as well as those who do." 

DAVID SAKNOIT 
Chnirmnn of the ItonrtI 
SBC 

ihe show In Nancy Norman. AH of 
iheni arc enthusiastic about the results 
the program has produced. 

Marge Montgomery buyer of la- 
dies' accessories, eiles several direct re- 
sults of radio commercials, including 
the following: 

"On 12 January, one gross of pink 
pearls, just arrived, were sold follow- 
ing an announcement on the program. 
NO other advertising. 

"In May, five gross of imported 
straw handbags selling for $1, were 
sold from two radio shows. These were 
nc\cr advertised in the paper." 

Sa\s Dick Kodgers, bu)cr in the 
men's department : 

"On 12 January, sold out complete- 
ly on a stock of new Phoenix stretch 
hose as a direct result of the radio ad- 
vertising.'' 

Leone llise, who buys in the infants' 
department, had more than six specific 
results, including the following: 



"On 23 June, out of four dozen 
handmade diaper shirts, most were 
sold the same day as a result of the 
program. No other advertising." 

Examples of such sales results are 
too numerous to quote, but Holt feels 
that a record of consistent five-year 
sponsorship of the radio program and 
a 52-week contract for the sixth year 
are proof of the pudding. 

.1. Financial: Shelby Street Federal 
Savings and Loan Association, with 
announcements over WFBM, Indian- 
apolis, Ind. 

The Shelby Street bank first tried 
radio in April 1951 with a £6,000 bud- 
get. Though reluctant to use radio, 
Shelby Street felt the need because it 
has 16 competitors in the market. The 
advertiser's aim was to sell the entire 
family on the services of Shelby Street. 
However, the amount of dividends was 
never mentioned. 

During the first year, the bank ran 
a total of six announcements per week, 
one-minute and 20-seconds, morning, 
noon and in the evening. 

In less than five ) cars of continu- 
ously increased radio advertising. Shel- 



N 



Covtrinq the ptlire 
NorsWual It am Spetant 



w- 



YOU 

CAN TELL 

the quality of 
our 

KASH-BOX 

Program by the 
companies we keep: 

• Albcrs Oats 

- Brownie Cookies 

■ Crescent Spices & Toppings 

• Darigold Evaporated Milk 

• Dr. Ross Cat Food 

• Dr. Ross Variety Diet 

• Instant Fcls Naptha 

• Lynden's Products 
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• Surf Mist Tuna 
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RESULTS . . . FROM KGAI 

| Reps. : Evererr-McKinney, lnc| 
New York, Chicago, 
Los Angeles, San Francisco 
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by Street Federal Savings and Loan 
Association has more than doubled its 
office space and the number of em- 
ployees. Currently, the bank is engaged 
in an expansion program which will 
mean purchase of an adjoining build- 
ing. 

In 19p5, the advertiser will continue 
using only WFBM in Indianapolis, but 
will run 20 announcements weekly. 

Here's how deposits and advertising 
have stacked up during the first five 
years : 

At the close of the first year on 
WFBM, Shelby Street savings accounts 
were up by §360,289.37, an increase 
of 107c. The second year— $841,148.35 
increase in savings accounts, or 21 9r 
up. The third year— $1,072,343.12 in- 
crease in savings accounts, or 23% up. 
The fourth year— $1,418,337.98 in- 
crease in savings accounts, or 24% up. 

These results came about at a cost 
of less than $10,000 a year in radio 
advertising. 

6. Amusements: Super Music Enter- 
prises, with d.j. programing on 
WWDC, Washington, D. C. 

The two Feld brothers began adver- 



tising their record business as a side 
business to tlicir lunch counter, and 
they invested $75 to promote it on a 
20-minute segment of a WWDC d.j. 
show. The show paid oil. Today Irv- 
ing and Israel Feld own four Super 
Mu>ic record stores, selling \() c, < of all 
records in the market, are big theatri- 
cal impresarios sponsoring all types 
of major theatrical and musical pro- 
ductions, use the record shops as ticket 
agencies for their promotions, and re- 
corded a net profit of half a million 
dollars last year when they success- 
fully reopened the Carter Barron open- 
air amphitheater for 12 weeks of en- 
tertainment. 

Some 65% of the firm's total ad 
budget today goes back into radio. On 
WWDC the Feld brothers buy eight 
hours weekly of d.j. programing, plus 
72 announcements each week. The pop 
records played on the d.j. shows are in 
stock at Super Music, and the d.j. men- 
tions where they can be bought. Super 
Music also encourage^ interviews with 
entertainment figures who the brothers 
bring to Washington for firm-spon- 
sored appearances. 

Today, Super Music is a $2 million 
a \ear operation. 



7. .»Ii.v«c(ltiiu*«ii.v; John W. Black, 
with announcements o\cr KDKA Pitts- 
burgh. 

Last year. John \\ . Mack decided to 
promote a new use for rayon viscose 
cloth, previously used strictly for 
cleaning optical and precision instru- 
ments : tea towels. 

Says Black: "I hit Mt. Lebanon, a 
Pittsburgh suburb with direct mail 
pieces, and got quite a few orders at 
$3 a dozen, but since I've been on ra- 
dio, I've had four times as many or- 
ders from the same area even though 
the price is now $1 a do/en higher. I 
went into this with the idea that it was 
a gamble. So far as I'm concerned 
now. gambling on radio is pretty near- 
ly betting on a sure thing." 

Black first took to radio as the re- 
sult of a talk with a K.DK.A salesman 
who sold him a $100-weekly announce- 
ment schedule, and who suggested a 
$4-a-dozen price for the towels. With- 
in the first week, the towels netted 
$500 worth of orders. By the third 
week. Black was getting $1,700 in or- 
ders at a $300 weekly radio cost. 

In December, Black bought time on 
eight radio stations in other markets 
and doubled his KDKA schedule. +** 
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Finding those rich Southwestern Penn- 
sylvania markets hard to sell? It's 
child's play with WJAC-TV. Power- 
ful WJAC-TV boxes in Johnstown, 
Pittsburgh, Altoona and everything in 
between. Hooper rates WJAC-TV: 

FIRST in Johnstown 

(a 2-station market) 

SECOND in Pittsburgh 

(a 3-station market) 

FIRST in Altoona 

(a 2-station market) 

You'll corner the market with the one 
buy that covers three . . . 




Ask you; KATZ man for full details! 



PIONEER TIMEBUYERS' TIPS 

{Continued from page 35) 

lime'? as valuable as yours. And re- 
member, you need them even more 
than they need you. 

3. Develop reps' confidence in you. 
Be honest with them about your plans 
and budgel in a particular market and 
your campaign aims. The more honest 
you are with the rep. the more he can 
help you. 

it€-th Black, director of vadio-tv time- 
bujing, Harry B. Cohen, remembers 
her first radio convention in 1935. 
when she says she and seven olhers 
were the entire agency contingent: 
Fred Gamble, Hubbell Robinson, Jack 
Latham, Ned Midgelev, Bob Howard, 
Charlie Gannon, and John Benson. 

"The most outstanding difference 
between then and now is the immense 
growth of the industry." she told SPON- 
SOR. "That difference in size in some 
ways made it a very different busi- 
ness.*' she noted. 

At that time, she added, }ou couldn't 
buy minutes or use e.t.'s on network. 

'"There were far fewer stations, of 
course," Beth said, "Far fewer.'' 
Each bu\er had a far more comprehen- 
sive knowledge of available facilities, 
and at his or her fingertips. Now 
there's need for all the extra research 
available to buyers. In those days, in- 
dependents, for example, were just be- 
ginning to be a factor, particularly 
because of the success of WNEW in 
New York. 

"During ihe war I he picture changed 
again. B(>caiise of the print shortage, 
more money went into radio, and ra- 
dio became harder to bus.' 

Taking into account the changed cli- 
mate in tlie broadcast industry, Beth 
has ihesc suggestions to make to lime- 
bli\ ers in 1955 : 

J. Become more familiar with pro- 
graming of individual stations. It s not 
a buyer's fault, she feels, if they're not 
as aotjuainled with station programing 
as their predecessors were, because of 
the »row lb of radio and the addition of 
Iv. However, adds Belli, ihere's so 
much research available about slalion 
programing, that ihe buyer can and 
should find out before making any 
choices in a particular market. 

2. Realize that ratings are just a 
tool, and dorit overemphasize them. 
Qualitalive audience anahsis, sajs she, 
is at least as important as ratings. 
Then other factors too miisl be consid- 



ered, like the station's position in the 
market, the income and age groups it 
appeals to. 

3. Dont make unreasonable de- 
mands on reps. If you keep telling 
them that you need informal ion imme- 
diately, although you have one week 
leeway, they won t come through for 
you when you really need it right 
away. 

4. Dont make everthing a panic. 
There's pressure enough in this busi- 
ness without adding to il through an 
attitude of constant and chronic rush 
and despair. You'll be more precise 
and inspire more confidence within 
and outside of the agency if you learn 
to take crises in your stride. 

5. Be open with the account men in 
discussions. Timebu>ers should have 
an opinion about broadcast campaigns 
— that's what they're paid for. The 
buyer today can't, of course, be as in- 
timately involved with all the aspects 
of agency work as they could in the 
old days, because radio departments 
were smaller. Everything is more de- 
partmenlalized today, and sometimes, 
if t he buyer doesn't have stalure. it 
may he because of the agency set-up. 

Vera fireminii. head timebuver. 
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Scheidelcr, Heck & Werner, began her 
eareer al Blow Co. in 1931, working 
for Reggie Schuebel. In 1942 she fol- 
lowed Reggie Scbuebel to Duane Jones, 
then went over io SB&W, w hen the new 
agency was formed. 

The year 1940, she feels, was not so 
different from 1955 in terms of the 
structure of the radio industry. By 
that time, for example, there were quite 
a few reps, and the buyer no longer did 
as much business direct with stations 
as three or four years earlier. 

"It was still a lot more than todav, 
however," Vera told SPO.NSOR. "On the 
surface, the main difference between 
1940 and today is. of eourse. the addi- 
tion of television and the growth of ra- 
dio itself. But underneath, the ehanges 
are more considerable. Someone who 
had last bought radio in 1940, would 
need a complete refresher eourse to do 
a good job in 1955." 

When teaehing newcomers to her de- 
partment, Vera adds some "very 1955" 
pointers to her timebuying tips: 

1. Don't request deals. The most 
important faetor in making a timebuy- 
ing decision is the programing char- 
acter of a station, hence the type of 
audience it reaches. So, talk to all 
stations in a market, and stick to the 




rate card. 

2. Be fair about commitment* to 
clients. If you can't afford the station 
you want, don't buy skimp). It might 
be necessary to stay out of a market 
altogether. 

3. Make sure the account executive 
briefs you fully, and try to get in on 
plans meetings if possible. This has 
become easier today than in 1940. be- 
cause buvers today ha\e far more rec- 
ognition. Work closely with the ac- 
count men. and make sure vou're up to 
date on t lie account's problems, sales 
and distribution set-up. 

4. He careful uith cost figures. But 
down the highest estimate and explain 
that these estimates are on the current 
rate card and subject to ehange. Dou- 
ble eheck v our figures w ith someone 
else. 

5. Don't ask for availabilities with- 
out a budget. Above all. don't ask the 
rep to wire for availabilities if you've 
got 10 days in which to get them. It's 
not fair to wa>te the rep's time and 
effort, and if you get a reputation for 
always being in a ru>h, he won't take 
you seriously again the one time when 
you really need the availabilities right 
away. 

6. Don't trick reps or station men. 
It's true that vou get preference on 
52-week contracts, but if al! vour 52- 
week contracts start being cancelled 
after a 10- or 13-week run, don't be 
surprised if you're the last one on 
Madison Avenue to hear about good 
availabilities. 

Hefiyte Schuebel, president of Reg- 
gie Schuebel, Inc. has built tiuiebuv- 
iug into an independent and large- 
scale business. Her organization func- 
tions as a radio-tv department for 
other agencies. 

'"I won't tell vou how long I've been 
in radio." Reggie Schuebel told spon- 
sor kiddingh. "But I'll tell vou that 
I'm a 'radio pioneer,' so vou can fig- 
ure it out voursclf." 

Although she has bought time for 
many accounts during her career, 
some of the most prominent clients 
stand out: Bulova (she was a e at 
Biow). Philip Moiri>. Salada Tea. 
Hudson, Grove Cold Tablets. Mennen 
Shaving product-. Ml. Bab-O, Sweet- 
heart Soap, Fanny Farmer, Eversharp. 

These are some of the rule- that have 
guided her in her career: 

1. Don't keep people uaiting. Hie 
doesn't make appointments with reps, 
but they can drop in any lime and 
she'll :?ee them. However, it a rep 
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Throughout last year, "Douglas Fair- 
banks Jr. Presents" topped all syndi- 
cated shows in the nation's top mar- 
ket: New York. Its average rating was 
18.5, share-of audience over 40%. 
This year, it's doing even better. In 
January, almost every other viewing 
home in New York was watching this 
show! (ARB) 
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comes with a station manager, it s. a 
rule for llie person he's come lo see to 
drop everything he or she is doing, and 
to have them come in immediately. 
Station men are generally in town for 
two or three days only, and in that 
limited time they have to see as many 
people as possible. It's only elemen- 
tary courtesy for timebuyers to give 
l hem priority. 

2. Don t spend your time in unnec- 
essary traveling, (and this from the gal 
who used to travel all the time to clear 
station breaks for Bulova.) "There are 
special problems that require a per- 
sonal visit to a market," she told SPON- 
SOR. "But travel as such doesn't do 
what research does. Thai's no way to 
study a market — by going through a 
city in a day." 

3. Know research. Learn as much 
as you can about all the tools avail- 
able to buvers, to the degree thai yon 
will be able lo evaluate station data 
erilieally. 

4. Don I nnsell air media. If an ad- 
vertiser plans on a budget that's ridicu- 
lously low for the area he's trying to 
cover, try lo get him to concentrate on 
fewer markets instead, but never say, 
"Don't use the medium." If you can 
1»U) in a way to produce I op results in 
one or two markets, he'll add to the 
budget soon enough all on his own. 

5. Start in a small agency. If you 
want to become a timebuyer and a 
good one at that, your chances will be 
better if you start in a small shop. 
There you can get more rounded 
agency experience, learn something 
kIuhiI eop\ , production, research and 
other phases of agency operation 
which, while not directly linked with 
timebuy ing, are a rmessarv part of 
the knowledge a top buyer should have. 

In a big agency, you're likely to 
start as a stenographer or secretary, 
then become an estimator and finally 
rise lo buyer status. But the big agency- 
is more departmentalized, and if you 
want to broaden your experience there. 
\ou have to reach out for it. In the 
small agoncv, you're automatically re- 
quested to do other jobs as well. 

f.iiiiMMi jYW.yoii, liinebuying super- 
visor and consultant, Kudner Agency, 
retired permanently in 1951 after 21 
years with J. Waller Thompson. "But 
one misses one's friends in llie busi- 
ness," she told sponsor. "To me, this 
business had become business and bob- 
bv combined. I didn't feel thai 1 
wauled to be involved on a full-lime 



basis, but the thought of returning was 
there most of the time." (See Linnea 
"Nelson's complete guide to young 
timebuyers in sponsor 25 February 
1952.)' 

In August 1952, Linnea was ap- 
proached by Kudner on the Republican 
national campaign, and she did work 
with them as manager of llie timebuy- 
ing division during the campaign pe- 
riod. After that, however, she returned 
home to Babylon, L. 1., once again. 
Offers kept pouring in. but she refused. 
Then, early in November 1953. she 
took part in a radio-lv panel at a CCiNY 
advertising course. A week later she 
was ollered a part-time position as tv 
analyst by Kudner president Jim Ellis. 
This time Linnea didn't refuse. She's 
been with Kudner in a consultant ca- 
pacity ev er since. 

Says she, "A lot of things have 
changed in the industry since 1940. 
But some of the basics of doing a good 
job for the client are the same today 
as they were then." 

1. Take time to listen to a sales- 
man's pilch and n atch his presentation. 
If you make yourself unapproachable, 
the salesman's likely lo try the client 
direct. 

2. Pass along detail work when it's 
suitable for yon to do so. The lack of 
executive ability to delegate responsi- 
bilities can slow down the buy er s work 
and the process of a campaign. 

3. To lady buyers: Don't ask for 
special considerations because of your 
sex. Remember, y ou're a business per- 
son and that your social contacts with 
other people in the industry may have 
been founded on a business relation- 
ship. 

4. He forthright in your dealings 
with stations and reps. Don't lei yonr- 




"Maybe KRIZ Phoenix shouldn't 
have advertised pianos." 
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self be bulldozed into doing something 
shiftv, because it'll only hurt your rep- 
utation and your organization's the 
next time. If you cry "Wolf!" and 
ask for availabilities though you do not 
have a budget, you'll soon find reps 
offering the best buys elsewhere. 

5. Be familiar ivilli ail or as many 
of your agency's accounts as possible. 
Know their background and their 
needs. Sometimes you'll hear of avail- 
abilities that may not be worth any- 
thing to your own client, but might be 
just the tiling for another one of the 
agency's accounts. 

IfifJ Maillt'ft'rt, radio sales manager, 
Kdward Petty, started his career in ra- 
dio with Compton in 1937, stayed on 
as head radio buyer from 1939 until 
1947. During the next three years. 
Maillefert was general manager of 
WVET, Rochester, then joined Edward 
Petrv in 1950. 

"A buyer," says Maillefert, "tries to 
reach a large number of people at a 
reasonable rate. Please note that I 
didn't say the 'largest number of peo- 
ple' nor did I say at the 'most eco- 
nomical rate.' The timebuyer's re- 
sponsibility is to expend his client's 
dollars in such a waj that they will 
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produce maximum sales per dollar." 

To the biners of 1955, Maillefert 
gives this ad\ ice : 

1. know what factors control sta- 
tion value. ''During your first dav as 
a timebiner you probabh heard about 
ratings and cost-per l .000," >a\s Mail- 
lefert. "Hut by now \ou must ha\e 
learned that sales are not necessarily 
the result of llie best cost-per-l .<><)<).'' 

To evaluate a station, adds he. the 
buyer should read station presenta- 
tions, listen to reps, meet the manage- 
ment when these station men are in 
town, lie feels that travel helps too, 
because on the spot the Inner can get 
first-hand reports from listeners and 
local clients. 

2. Know your client and his prod- 
uct. A surprising number of broadcast 
schedules. sa)s Maillefert. are placed 
by individuals who think the\ know 
what they're selling, hut who've never 
even seen or tried the product. 

Only when the buyer knows his cli- 
ent's product and the firm's manage- 
ment well, can he know who his most 
logical prospects are, and what frame 
of mind he'd like them in when the 
client's commercial is broadcast. 

3. Know the entire product cam- 
paign. If the biner knows how the ra- 
dio schedule dovetails with other forms 
of advertising for the same product, 
either running concurrently or other- 
wise, he can make sounder decisions. 

Maillefert suggests that the buyer 
ask the following questions in order to 
find out the basic advertising philoso- 
phy behind the campaign: "Does the 
radio schedule play the leading role or 
is it a supporting actor? Does the ra- 
dio copv tie into magazine or news- 
paper ads or t\ ? How does the radio 
copy sell?" 

Too main buyers, he adds, make 
their placements without ever learning 
what their own commercial is all about. 
Yet, w ithout listening to it. the\ can t 
be sure tho\ re Inning the light audi- 
ence at the right time. 

\. Know your agency and Icurri 
how it operates. "This sounds trite." 
sa\s he. "Rut \ou depend upon many 
people in other departments in \oiir 
work. How main of them have \ou 
gotten to know, and how main of them 
w ill cooperate w ith wui when \ on need 
to find out something? hunch discus- 
sions witli llieni will help \ou learn the 
correlation of the different depart- 
ments. Other people in \our shop ha\e 
interesting jobs too and they'd pr<>h- 
abh like to hear about \ntirs." * * * 
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In January, almost every other view- 
ing home in New York was watching 
"Douglas Fairbanks Jr Presents". 
(ARB, January '55 ! Rheingold Beer 
is so impressed, they're sponsoring 
Fairbanks regionally for the 3rd 
consecutive year Many markets 
available for first run. 'Nuff said! 
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RADIO MUSIC 

(Continued from page 33) 

disks and sheets. Says the study: "'The 
tahlc indicates that at least in Colum- 
bus, the juke-box-sheet-niusic-phono- 
graph record of selecting popular mu- 
sical numbers is one in which extreme- 
ly great weight is given to the music 
preferences of teenagers and of wom- 
en in their twenties . . . but one which 
does not represent the music prefer- 
ences of older women." 

National corroboration comes from 
The Market Research Corp. of Amer- 
ica. A company spokesman says: 
"Probably half or more of all disks 
are bought by teenagers and young 
married and single adults. After the 
earl\ twenties, buying seems to taper 
off as marriage and family years 
come. 

ll'fio'x at Jioiim' tn f ixffii*.* who 

is your largest potential daytime audi- 
ence? Certainly not the teenager, who 
is most likely at school or at work: 
nor for that matter is the young single 
woman, who is working — or even the 
young married. This is made clear in 
chart 4 which shows the number 
of available listeners per 1.000 homes 
in Columbus (see page. 33). 

All through the day, the tiniest seg- 
ment of the female audience is made 
uj) of teenagers. Even during the late 
afternoon, when many stations delib- 
erately aim at them, their representa- 
tion is comparatively small. From 4:00 
to 6:00 j). m., for example, there were 
65 teenagers available per 1,000 homes 
as against 245 women in the 31-45 
age group. 

This latter age group is the largest, 
according to the table. The stud) 
makes a significant point: "It will be 
noted that at all hours of the day. 
older women outnumber those under 
30 years of age and by very consider- 
able margins. . . ." 

But you might expect that when it 
comes to actual listening teenagers 
make up a very substantial share of 
the daytime disk shows anyway, since 
they are such intense fans. Recent au- 
dience composition studies suggest 
otherwise. 

Nov.- Dec. 1954 Pulse 30-market 
study showed that Martin Block's 
Make Believe Ballroom on ABC. 2:30- 
1:00 p.m.. averages only 16 teenagers 
per 100 homes as against 99 female 
adults. Even ABC's I'lalterbrain show, 
carried on Saturday mornings 11:00- 
11:30 a.m. found female adults out- 



numbering teenagers 54 to 18 per 100 
homes: there were twice as many chil- 
dren 11 and under than teenagers, in- 
cidentally. 

WXEW, New York, one of the pio- 
neers of the music-and-news formulas, 
estimates that the median age of the 
audience to its Make Believe Ballroom, 
10:00-11:30 a.m. and 5:30-7:30 p.m., 
is 32. Median age of those listening 
through the entire afternoon of popu- 
lar music is between 23 and 30. 

From an advertising standpoint, the 
listening age is naturally of vital im- 
portance. WiXFW's research director, 
Mar) McKenna, points out that "The 
20-44 age group is the one we are pri- 
marily interested in. It is the one with 
the young housewife and mother whose 
family is in the building stage, who is 
at the peak-buying period in her life." 

M hat icoiiicii liliv: Here is how 
preference varies with age. according 
to the Ohio State report: 

As the age of women listeners in- 
creases, preference for the following 
decreases: "currently popular." "Dix- 
ieland," "progressive jazz," "jump," 
"Broadway show tunes," "big orches- 
tras," "musical comedy.'' "Latin- 
American. '' 

But preference goes up for "h)mns." 
"spirituals." "marching band music." 
"Western music." "music popular be- 
fore 1930." "old time or country mu- 
sic. 

The \outhful slant of much da) time 
musical programing is evident from 
surve.\cr Welch's observation that 
among the women up to 30 years of 
age who make up little more than a 
third of all women over Tl — the five 
mo>t popular t\ pes of music are "cur- 
rently popular." "Broadway show 
tunes." "big orchestras." " 'sweet' pop- 
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r music. progressive jazz. 



l|> pout ta <f iff<»r<*nf a rati its: Con- 
cludes Welch: 'Tndoubtedlv. the use 
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of current 'hit parade' numbers in mu- 
sical programs of radio stations does 
reflect the tastes of a considerable body 
of listeners; however, it might be sug- 
gested that for the benefit of the large 
numbers of listeners who are not rep- 
resented in the selections, stations 
might provide certain types of music 
at some hours during the day, for 
those with other musical preferences." 

Of course, how a station provides 
the broader appeal Weleh refers to 
depends largely upon the audience 
characteristics of a given area. The 
tendency to like a certain type of mu- 
sic more or less as one grows older 
might not vary much from section to 
section, but the over-all popularity of 
music types probably will. A KM I 
spokesman comments'. "You can't 
make generalizations. Polkas are pop- 
ular around the Canadian line. But 
you will probably do well with Span- 
ish music in New Mexico. The impor- 
tant thing is to study the audience in 
the given market." 

Here's the way several stations spe- 
cializing in music look at the problem 
of attracting the broadest possible au- 
diences with their musie. 

At WNEW in New York, the follow- 
ing thinking is applied in making up 
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the selections for the Make Believe 
Ballroom. Says head of the music 
library Al Trilling, "'We try to exer- 
cise our best judgment and taste on 
top of popularity polls, sales figures 
and requests. For the Ballroom we 
generally run about one-third current 
hits, one-third older standards, one- 
third new recordings." 

Behind the widespread use of the 
old standard is the \iew expressed bv 
Mary McKenna that the woman in her 
thirties was a \oungster during the 
period when the big bands held s\\ a\ . 
The old standards are nostalgic bits 
that are therefore of importance in 
musical programing. "It is also ap- 
parent,"' she says, "that the selections 
should appeal to the romantic side of 
women." 

A giowing number of stations have 
become aeutely aware of the need to 
fit mood to time of day. For example. 
William B. McGratli, manager of 
WHDU. savs: "Our Boston Ballroom, 
from 4:00 to 6:00 p.m. is the town's 
top show, but it could not run all (lay, 
for different time periods have differ* 
ent requirements.' 

Between 10:00 a.m. and noon 
WHD11 runs "ballads and romantic 
softer music; we try to appeal to the 
major housewife audience." The earl) 
morning show "must move, be spright- 
ly, with good orchestrations, but with 
few vocals and no jive." 

'"Dreamy stuff" takes over at night 
on Cloud Club, l0:30-midnight. "and 
we are careful about the commercials. 
McGrath adds. "It's Saturday that we 
reall) go after the kids. In the morn- 
ing we do a top-10 show and in the 
evening we run Jukebox Saturday 
Might. On Sunda\ afternoon. b\ con- 
trast, we carry lush orchestrations that 
are close to classical in character. ' 

Interestingly, on the station's top 
show, Boston Ballroom, which plays 
practically am thing that's new . 
flh\ thin and Blues, the current teen- 
age craze, is strietly taboo. 

McGrath sums it up this wa\ ! 
"When people had one radio set. you 
had to get the famih when \oti got the 
kids. Now, with multiple sets, a sta- 
tion lias to he more things to more 
people." 

Manv stations base a large portion 
of their popular music programing on 
requests rather than best-seller li.»ts. 
One of the exponents of thi* approach 
is WOLF. Syracuse. Manager Sher- 
man Marshall reports that Sandman's 
Serenade. 10:00 p.m. to 2:00 a.m. 
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To all moviegoers in the country (and 
that's just about everybody) "Fair- 
banks" is a magic name. It promises 
action , . danger . . . excitement. And 
"Fairbanks" lives up to that promise 
as producer-host of every show, star 
of one out of four in the sponsor- 
proven TV film series : 
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nightly, pulls about 4,000 requests a 
week. These are used to program the 
4:00-7 :0() p.m. Jukebox Serenade. 
"'There is no jive,'" says Marshall, "un- 
less it is a top request." 

On the theory that you've got to 
spread a wide broadcast net to catch 
listeners of varied tastes, WOLF pro- 
grams two Loinbardo, two Crosby 
shows and one Wayne King show a 
day. two polka and two hillbilly and 
W estern programs, two hours of older 
pop numbers and a military band pro- 
gram. 

The appeal of the soft, easy-to-lislen- 
to bill of musical fare has been noted 
with increasing frequencv since the 
advent of tv, and more and more sta- 
tions are turning to this genre for 
their programing mainstay, following 
the advice of such as Ed Hoehhanser, 
Jr.. sales manager of Muzak. He sa\s: 
"The stations that are most successful 
in tv-proofing themselves are offering 
the audience that which tv cannot do 
as well — music that is easy to listen 
to, relaxing, pleasant." 

An interesting example of such pro- 
graming is heard on WTAT, I'aterson, 
Y J. Gaslight Revue, which runs 
nightly 7:00 to 11:00 p.m.. is the sta- 
tion's answer to the big question: 
"What can we do in the cream tv 
hours between 8:00 and 10:00 p.m. 
that tv cannot do as well?" 

On Gaslight \ on find no loud or 
jumpy tunes, says W'l'AT Program 
Director Charles Scully, nor any vo- 
cals. And except for the hourly and 
half-hourly short newscasts, no talk. 
Commercials are doubled up before 
and after the newscasts, thus allowing 
for a maximum flow of uninterrupted 
music that ("an serve as a pleasant 
background for an evening at home. 

To test listener reaction, says Scully, 
two announcements per night were 
run for a week asking for opinions on 
whether to change the program. The 
mail pull came to 15.000 all in favor 
of the present formal. Another 1.1,000 
y esses came in answer to a request for 
listener reaction to the idea of a 
monthly program guide to cost a dol- 
lar a year. 

Stations are finding that classical 
music can lie profitable, too. The case 
of W(,)\K in \ew \ork City has long 
been known. BMI reports that 1,200 
stations replying to a questionnaire of 
ln»t year reported averaging six hours. 
21 minutes per week of concert music. 
Commented W'DOK, Cleveland. "Our 
concerts ha\e the strongest audience 



pull outside of sports." 

"Others might find it profitable to 
become known as the good music sta- 
tion, as we ha\e." said WDAR, Sa- 
vannah. 

"It took six years to give clients a 
taste of good music," commented 
WTJLR, Marshfield, Wis., "and now 
they like it." 

SPONSORS Buyers' Guide to Station 
Programing recently issued shows that 
78't of all stations replying to its 
questionnaire are carrying classical or 
scini-elassical music, an increase over 
last \ear when 61 'f were carrying 
such fare. 

It has long been a common assump- 
tion that classical musie is most liked 
by the "upper" income and education- 
al groups. This is borne out by table 

from the Welch study (page 33), 
winch shows 56°^ of the high income 
group indicating a liking for sympho- 
ny music as against 21% for the low- 
er-middle and low-income group. Sim- 
ilarly, those who had been to college 
outnumbered those who had just grad- 
uated from high school among those 
who stated they liked symphony musie. 

"Currently popular music," it will 
he noted, appeals equally to all female 
income groups. 15ut there is a great 
disparity when it conies to "Broad- 
way show tunes," which are liked by 
77' ' of the upper income group, 33% 
of the lower. In the "big orchestra- 
arrangements" and "musical comedy, 
operetta music," the disparity is simi- 
lar. Interestingly, liking for music 
generally seems to increase with in- 
come level. 

T7u» tup- 11) uppvuut'h: } ( ,u will find 
plenty of stations who consider hit- 
tune programing not only satisfactory 
but an excellent means of building 
substantial audiences. The thesis is 
that popular music has proved itself 
through experience to be what people 
want most to hear and that if you 
build a our programing intelligently 
around a core of the best-liked num- 
bers )Ou have a good chance of win- 
ning listeners. 

Further more, sa\ some station men, 
in the eompclithe era of today a sta- 
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t f on must strive to find its niche in the 
most effective and economical way 
possible; for main this has been 
achieved through the top tones ap- 
proach. 

Interest in sharing ideas on how to 
find the most popular numbers is seen 
in station exchanges of program tips. 
For example, the AIMS station group 

about 35 members — recently ex- 
changed lists of the Top Twenty. A 
number of these stations go in heavily 
for hit-number programing. 

How one station has put the hit pol- 
icy to work in a way that it believes 
effective is illustrated by the practice 
of WTIX, New Orleans. .Manager 
Fred Bcrthelson says: 

"Our toj) tune list consists of the 
Top Fort), as this is the basis of our 
programing. We survey all the record 
shops, retail record outlets and other 
dealers in New Orleans, therein ar- 
riving at the Top Fort\ Tunes in New 
Orleans. Our theory is to play three 
Top Tunes out of every four records 
played." 

Hit-number programing is the vogue 
across the Canadian border, too. Al 
MacKenzie, manager of CKXL. Cal- 
gary, reports: "Our Top Twenty* se- 
lection is compiled each week from 
listings appearing in HilWoard, Cash- 
box and Variety. Only the two lop 
arrangements mf each hit selection are 
played — with the "sweeter" version 
getting the nod on more frequent pla\ . 
Top Twenty list is changed once a 
week on Thursday." Top Ten shows 
run daily al noon and 6:00 p.m., Top 
Twent) daily at 9:05 p.m.. Top Fifty 
on Saturday. 9:00 a.m. to noon. 

And in this day of tv competition, 
some broadcasters say, the teenager is 
a more important audience than ever, 
and certainly worth cultivating. "To- 
day a radio station has to specialize.*' 
maintains Hob Smith, program direc- 
tor of WINS, New York. Between 
7:00 and 9:00 p.m. \V1\S airs its 
Rock V Roll Party, m.c.'d In Alan 
Freed. "This is strictly for (lie teen- 
ager,"' says Smith, who feels that his 
station started the Kock 'if Koll fad. 
"'And it is a phenomenal success," he 
avers. "For months it pulled about 
10.000 request letters a week. Now. 
after nine months, it pulls about 1,000 
letters a week, even though the audi- 
ence knows it is impossible for us to 
handle more than a portion." 

Note that this is a nighttime show. 
The pop-minded New York station 
runs a much quieter show in the morn- 



ing between 10:00 a.m. and noon, fea- 
turing lush orchestrations of standard* 
mixed with standards, all combined to 
appeal to the young housewife rather 
than the teenager. "The music tends 
to get brighter as the da\ progress**,"' 
reports Smith. 

IVoff mms. no! records: () ne () f (| u . 
chief complaints you run into when 
talking with people in the radio busi- 
ness concerns the sorry state of pro- 
graming that main claim is ail-too 
prevalent. "Main stations have no con- 
cept of music programing." says one 
critic. "They simply play records with- 
out any thought of how t hey hang 
together." 

"Would you put on a two-hour mu- 
sical show in a theatre without plan- 
ning it?"' queries another. *'lhit this 
is what is so often done. Loud num- 
ber follows soft, extremes are thrown 
together, with no thought of how a 
mood is cither created or destroyed." 

This is an old story at HMI where 
they have conducted clinics on the sub- 
ject for years. And they are still ap- 
parently trying to get the V.B.C.'s of 
the program across to main stations. 

Jack Ellsworth, program director of 
WALK. Patchogue. \. Y,. believes thai 
much of I lie trouble arises from the 
fact that unqualified persons are de- 
termining show content. In an anah- 
sis of radio music Ellsworth slates: 
"The librarian situation at many sta- 
tions is appalling. Tar too main man- 
agers will hire a girl. pos*ihU fresh 
from high school, and place her in 
full charge of the record library at a 
salary of $35 a week . . . more than 
likelv she is far from qualified to se- 
lect that all-important music for your 
record shows." 

Lllsworth urges: ". . . what even 
station needs is a well-qualified musi- 
cal director. Many station managers 
. . . became fed up with -loppy or just 
generally unsatisfactory librarian nr 
announcer-pulled shows. They realized, 
that a musical director can he a* im- 
portant as a program director or a 
chief engineer. These stations have in- 
telligently planned record shows." 

>fef /)<></ of Mimii;: The Ohio State 
Fnivcrsitv study is part of a series 
conducted by graduate students in the 
Department of Speech under the su- 
pervision of Harrison 11. Summers. 
Among recent surveys was one report- 
ed at length by STO\soi{ on how pro- 
gram preferences varv with audience 
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It must be good! After just 10 months 
in syndication, Racket Squad has 
90% renewals from a wide variety 
of big-time advertisers, including 
brewers, oil companies, appliance 
manufacturers, chain stores, etc. No 
wonder . . . look at the ratings and 
share of audience (ARB, Dec. '54): 



Columbus 

Dayton 

Seattle 



17.7 
20.0 
21.5 



47.3% share 
59.5% share 
3 1.6% share 



First run markets are still available, 
too. But act fast! 
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characteristic*! in the H> October 1051 
issue. 

Another stud\ tliat has received na- 
tional attention raised the question of 
how closelv women watch tv in the 
da \ time. 

The Ohio State studies are among 
the few which deal with preferences. 
\s such they are open to the general 
criticism that applies to all such re- 
search. Hard-headed research men 
tend to treat findings based on what 
respondents sa\ they like or do with 
less confidence than statistical findings 
on what they actually do in practice. 

Still, researchers with whom sponsor 
discussed the Ohio State study tended 
to be sympathetic to the soundness of 
its over-all approach. 
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[Continued from page 55 I 

one of the biggest headaches that we 
have is to keep his price in line. In 
more cases than not, this is impossible. 
Contracts are rewritten at the end of 
the year, sometimes with fantastic 
hikes to keep the star happy, hut then 
what they fail to see is that if the rat- 
ings don't go up proportionately, so 
that the show continues to deliver a 
good cost-per-thousand, the handwrit- 
ing is on the wall; in many cases, the 
advertiser has no choice but to make a 
replacement and thereby "bust" the 
talent. 

There is no pat solution to this prob- 
lem. Kach "bust" has its own extenu- 
ating circumstances. It is also true 
that man} shows that come on the air 
with a bang wear themselves thin with- 
in a \car. We know from studying 
audience habits that it is generally 
true that after shows are on for any 
length of time, the public loses its 
enthusiasm and wants a change. This 
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is win perhaps one of the best things 
that could be recommended would be 
a periodic injection of new themes 
into the format, a consistent effort to 
avoid sameness, and a sharp awareness 
for new writers. 

I have a feeling that the new writer 
is not being given a sufficient chance, 
that the "stars" are content to use 
those with successful histories. It is 
my opinion that too many entertain- 
ers fail to investigate new writers, be- 
ing content to take that which is "tried 
and true. ' Jt might be wise to bud- 
get "experimental" money for writing. 
Tv stars must be ever so careful to 
present themselves each week in the 
best light with the best material and 
somehow must take an objective view- 
point of themselves and their work. 

MAINTAIN THE PERSONAL TOUCH 

By Curry Moore 
CHS TV Star 

Intelligent day in 
and day out pro- 
graming is the 
most important 
element to a tele- 
1 ^\^ljf vision performer 

w ho cares to sur- 
vive the grow ing 
tv mortality rate. 
On June 24th. 
the Garry Moore morning show cele- 
brated its fifth anniversary of doing 
five shows a week, 52 weeks a year. 
We feel that the success of our show is 
the personal touch with each member 
of our audience. We strive to remain 
intimate, to have intelligent personal 
contact on an intelligent level with our 
audiences. 

We know how to get the big laughs 
but we prefer to get the daily warm 
chuckles in a cumulative way. Low- 
keyed (buckles, warm smiles, rather 
than "hit them over the head ' is our 





philosophy. No contrived or obvious 
use of stunts or gimmicks - when gim- 
micks are employed, they should be 
spontaneous and unexpected. The show- 
is evenly balanced with no radical 
ups and downs. We feel it belongs to 
the public. 

It is alwa\s pleasurable to get mail 
from audiences, hut on this show T the 
pleasure is really all mine because the 
mail bags contain so many construc- 
tive, usable suggestions. That's what I 
mean about being close to the audi- 
ence: they feel that the show is theirs 
and they do something about it. 

Another important ingredient in the 
success of our show is the lack of flar- 
ing temperament in the troupe. There's 
just no time for it. Everyone on the 
show is a friend of the next one and we 
all work well together. There is no run- 
ning around blindly or shouting. It 
makes for not only more pleasant 
working conditions, but also a hetter 
show. 

So after 1,200 daily shows, our pro- 
gram continues to win new friends— 
and we re still having a wonderful 
time. Perhaps that's the basie secret; 
we enjoy doing the shoiv. And for- 
tunately, the audience seems to enjoy 
it too vear after \ ear. 
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ROUND-UP 

(Continued from page 59) 

WGSM. Huntington. N. Y., has a 
show called This Is Long Island which 
programs strictly for the Long Island 
listener. A roving reporter, Jack Lynn, 
tours the towns on Long Island with 
a tape recorder, soliciting opinions on 
topics like the polio vaccinations or 
the radar system used by police to 
trap speeders. Its one of the many 
ways in winch stations are getting 
closer to local interests of their com- 
munities. 

* • • 

K\YZ. Houston, feels that its cam- 
paign against objectionable comic 
books, just successfully completed, 
shows the true power of radio. l r rcd 
\ahas, executive v.p. and general man- 
ager of KXYZ, devoted three minutes 
daily of his news commentary. To- 
morrow's History, to bringing out the 
case against sordid comic book mate- 
rial. He began in November 1953, fea- 
turing statements from psychiatrists, 
legislators and social workers to back 
his contention that controlling legisla- 
tion was needed. 
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After appearing before state inves- 
tigating committees and as a speaker 
before various supporting public 
groups, tXahas bad tbe honor to be 
invited to be present at the signing 
of such a bill by Gov. Allen Shivers. 

* * # 

KM A, Shenendoah, Iowa, recent}) 
sent out cards with a unique angle. 
Someone at the station took the trou- 
ble to figure out the weight of the 
money spent in the station's market 
and came up with these figures. A 
freight train eight and three-tenths 
miles long would be required to haul 
the estimated $1,910,798,000 spent in 
the area if it were in silver, and the 
weight of the money would be some 
54,594 tons. 

* * # 

Philadelphia's KYW has a unique 
food promotion service they call, 
Luncheon Is Served. The station serves 
lunch supplied by food advertisers to 
1,000 ladies a week from various wom- 
en's clubs. After the luneheon, the 
station's home economist discusses the 
advantages of each product served and 
the women are given literature on the 
product as they leave. 

The station offers the service to ad- 
vertisers who qualify by buying a re- 
quired amount of time. 'KYW has a 
promotion pieee in the mail now giv- 
ing details of the promotion. 

* * # 

KCOH. Houston, recently received 
the first "Distinguished Service 
Award" from the Houston Negro 
Chamber of Commerce. The award 
was in recognition of the station's ef- 
forts in conducting two 134iour radio- 
thons. The first resulted in the collec- 
tion of 22 tons of food and clothing 




for an old-age home, and the second 
in §10,000 in small donations for the 

Building Fund of a YMCA in Houston. 

* # # 

WCET, Cincinnati, is engaged in a 
drive to keep itself from going out of 
business. The station was the first in 
the country to receive an FCC license 
to operate an educational (non-com- 
mercial) station. The management of 
WCET figures that thev need $150,000 
to stay oil the air for the rest of the 
year. Next year (19561 the station ex- 
pects to receive funds on which to op- 
erate from several schools. 

The station, with the help of the 

Crosley Broadcasting Corp., ha« 

launched a drive for public aid. 

» * 

The Radio Advertising Bureau has 
a promotion piece in the mails show- 
ing the listening habits of teen-age 
girls. Some of the highlights: (1) 
any day of the week an advertiser ean 
reach HA^c of all teen-age girls. (2) 
76.3% of teen-age girls have their own 
personal radio, (3) 65.6 ^ prefer pop- 
ular disk jockeys. (See "Are you 
morning-minded or open-minded?" 

SPONSOR, 13 June, page 36.) 

* * * 

KMAN, Manhattan, Kan., observed 
its fifth anniversary by running a 300- 
line ad in the local paper noting that 
the station had contributed over 
.$28,000 in local public service time in 
its short history. Commenting on the 
advertisement. General Manager Lowell 
E. Jaek stated, "The public service 
tiine a radio station gives to its com- 
munity seldom is appreciated, and 
never recognized . . . more stations 
might capitalize on their public serviec 
to the community. Too often it is 

taken for granted. 

* * * 

KMFB-TV. San Diego, is making 
sure that viewers in the area don't 
forget to watch the Lone Hanger. The 
station has the Lone Ranger watching 
the viewers. He is on a bill board 24 
feet tall, and watches a stream of 
traffic that the station says numbers 
over a million each month. 



"Why not run our ads the painless 
way, Boss — just let those KRIZ 
Phoenix personalities ad lib them?" 
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ITS TIME SPOT! 

Yes, in Atlanta, Detroit and San An- 
tonio (to name a few) Racket Squad 
rates # 1 in its time period. Here are 
more cities where it tops competition: 

DAYTON 22.8 62.1% share 

FT. WAYNE 49.4 84.2% share 

GRAND RAPID5 22.9 55.6% share 
HOUSTON 30.5 71.4% share 

Rating source. ARB, Feb. 19551 

Some markets are still available . < . 
reserve yours, before someone else 
does ! 

REED HADLEV, starring in... 



RAQfCE 
SQllJAD 




Produced by 
Hoi Roach, Jr 



Lone Ranger watches San Diego for KFMB-TV 
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WSAU-Tv 

WAUSAU, WISCONSIN 



CBS • NBC 
ABC • DuMont 




|{f»n R. f>ou«if dstm was named chairman of the 
Advertising Federation of America at that organi- 
zation's convention in Chicago the beginning of 
this month. Donaldson is director of institutional 
advertising of the Ford- Motor Co. As AFA chair- 
man, he succeeds Wesley I. Xunn, manager of the 
advertising department of Standard Oil Co. of 
Indiana. Close to 1,000 AFA members attended the 
Chicago com cation. Donaldson was member of Advi- 
sory Board of sponsor's All-Media Evaluation Study. 

ffi'iiri/ Schachto becomes vice president in 
charge of advertising, marketing and public relations 
at Lever Brothers on 28 June. For the past two 
years, he has been senior vice president of Bryan 
Houston Inc., Mew York. Prior to that, he was 
with the Borden Co. as director of advertising, lie 
joined Borden in 1917 after two years at Young 
&■ Rubicam as an account executive for Borden. 
Schachte, too, was a member of the Advisory Board 
of sponsor's All-Media Evaluation Study. 

Slurry Tretittt*r is the new vice president in 
charge of sales for the Mutual Broadcasting System, 
a network for which he was a salesman about a 
dozen years ago. lie re-joined MBS following the 
sale this month of his owned and operated Station 
Film Library Inc. to General Tcleradio Inc.; was 
also appointed a vice president, of the latter organi- 
zation. Before setting up his tv film library in 
1931, Trenner was with William II. If'eintraub & 
Co. for 11 years, left as v.p. charge radio and tv. 



Il'ifl id lit Fo;/ (top) is president of the new 
broadcasting corporation set up this month by 
Stromberg-Carlson Co., Rochester, X. Y. Robert 
€\ Toil is chairman ol the board. Operating 
licenses for U 7 II AM -AM , IM AM-FM and WHAM- 
TV have been transferred to the new Stromberg- 
Carlson Broadcasting Co., which came into being 
only after many years of consideration. Fay has been 
v.p. in charge of broadcasting at S-C since 1915. 
A pioneer in. the industry, he started with WGY, 
Schenectady in 1921; joining IF HAM in 1928. he 
became general manager of that station the next 
year, continued to rise in the ranks of licensee 
Stromberg-Carlson. Robert Tail, president of the 
Stromberg-Carlson Co., has a background of varied 
business experience. Among the. many director- 
ships he holds is one on the RETMA. 



OWNED AND OPERATED BY 

WISCONSIN VALLEY TELEVISION CORP. 
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on the fence? 



Hardly. These three men are KCAAO's walking and talking Farm Department. 
Headed by Jack Jackson, with George Stephens as Market Reporter and 
Jack Wise as Farm Reporter, they roam Mid-America for farm news from the 
grass roots up. Their constant contacts reap a harvest of 55 farm and market 
radio and television reports every week. 

Such successful promotions as KCMO's Community Corn Club Contest and 
2 European Farm Tours were planned and carried out by this able trio. 
Their active work with County Agents, 4-H Clubs, Extension Service Groups 
and Rural Civic Organizations has landed them a top spot in their field. 
Jackson, former president of the National Association of Radio and 
Television Farm Directors, last year was recognized as the 
nation's outstanding farm director. 

These men of the KCMO Farm Department are headquartered right in the 
big middle of things — Kansas City's Livestock Exchange Building. From 
there, they offer Mid-America its finest, and only complete, 
radio and television farm service programming. 
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KMBC-TV 




Kansas City's 
Most Powerful 
TV Station 



Advertisers find atten- 
tive, receptive listeners — ^" 
and more of them — when 
they swing their schedules to 
KMBC-TV. Kansas City's most 
powerful TV station. Serving the 
Heart of America from a 1,079-foot 
tower (above average terrain) with a 
316,000-watt RCA color-equipped 
transmitter, the Channel 9 signal 
goes farther, remains clearer and 
holds more audience than any other 
Kansas City television facility. For 
the facts about the Heart of 
America's best TV buy, see your 
Free & Peters Colonel. 




ree * Peters, imc! 




Primary CBS-TV Basic Affiliate 

Ond in Radio, it's Kansas City 

KFRM fax the State of Kansas 



29 of the Best 

Independent 
Radio Stations! 

ALWAYS BEST 
in the MARKET - 
the AIMS station! 



Boston 


WCOP 


New Orleons 


WTIX 


Cleveland 


WDOK 


New York 


WINS 


Dallas 


KLIF 


Omaha 


KOWH 


Denver 


KMYR 


Partland.Ore. 


KXl 


Des Maines 


KCBC 


San Antonio 


KITE 


Evonslan ( III. 


WNMP 


San Francisco 


KYA 


Evonsvillo , Ind. 


Wl KY 


Seoltle 


KOt 


Houston 


KNUZ 


Springfield, Mass 


WTXt 


Indionopolis 


wxtw 


Stockton/Cal. 


KSTN 


Jockson , Miss. 


WJXN 


S/rocuse 


WOtF 


Konsas City 


WH8 


Tulsa 


KFMJ 


Huntington, t.l. 


WCSM 


Wichita/Kan. 


KW8B 


Louisville 


WKYW 


Worcester, Mass. 


WNEB 


Milwoukeo 


WMIt 







Canada 

Calgary, Alberta, Canada 
New Westminister, B.C. 



Only one 
[n each 
market 




CKXl 
CKNW 



Membership 
by invitation 



only 
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KC1IO, Kansas City, Mo. 


99 


KERG, Eugene, Ore. 
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KFAB, Omaha, Neb. 


79 


KFRE, Fresno 
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KfiA. Spokane 
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KGKR, Long Beach, Cal. 
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KHOL-TV, Kearney, Neb. 
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KM.I-TV, Fresno, Cal. . 
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KNUZ, Houston 
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KOLN-TV, Lincoln, Neb. 
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KnTV, Tulsa 
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KPIX. San Francisco 
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1 o 


is. t ti.ou.sion ... . 




KHCA, Los Angeles 
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22 


IvolJ, bl. I.OUIS, .uU. 




iv > \ is \\ , .Mire\ cpori 


ss 


i\ \v i , ^>|jui\«tiie 
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KYTV, Springfield, Mo. 


76 


WAPl-VABT, Birmingham 


92 


WBAP-TV, Fort Worth 


7 


WP.AY, Gieenbay, Wis. .. . 


100 


WH UK-TV, Wilkes-Barre 


23 


WP.NS, Columbus, Ohio 


55 


Wl-JT, Charlotte, N. C 


24 


W'CCO-TV. Minneapolis 


45 


W'DAV-TV, Fargo 


73 


WFIIT-TV, Henderson 


S2 


WKMP, Milwaukee . 


20 


WF15C, Green v.ille, S. C. 


Sf, 


WFBM-TV, Indianapolis 


5 


WGN-TV, Chicago 


7S 


WGUK, Akron 


74 


WIBK-TV, Wilkes Pane 


92 


WITH. Baltimore 


IFC 


W'.JAC-TY. Johnstown, Pa. 


$8 


WJ 1 IP-TV, Jacksonville, Flu. 


r.2 


W'KOW, Madison . 


51) 


WMGT, Pittsfield. Mass. 


G6 


WOI-TV, Ames, Iowa 


13 


WOOD, Grand Rapids 


75 


WOW'. Omaha 


FC 


W'I'AI., Charleston. S. C. .. ._ 


59 


WPKN Philadelphia 


3 


WIM-MI, Wilmington, 


19 


\vi:hl-tv, Columbus, c.a. 


M 


WUKX-TV, Uockford 


"2 


WIHiK, Rockford 


i;2 


WSAI'-TV, Wausan, Wis. 




WS.IS-TV. Wlnslon-Salom 


SI 


WfcuK, Nashville 


84 


WSPI), Toledo 


ST 


WSYlt. Syracuse 


102 


WTOP, Washington 


60 


WTHF-TV, Wheeling. W. Va. 


80 


WTVW, Milwaukee 


i'7 


WVI>A, Boston 


14-15 



IN THE LAND OF 

MILK ANDl*ONEY 




THE ONLY CBS PROGRAMMING AVAIL- 
ABLE TO A MILLION NICE PEOPLE! 

From 7 A.M. to 1 A.M. 
Yep! Bigger'n Baltimore! 




HAYDN ft. EVANS, Gen. Mgr. 



WEED TV, Rep. 



BMI 



MILESTONES 

BMl's series of program 
continuities, entitled "Milc- 

MOIies." foCUSCS the spot- 

lighl on important events 
and problems which have 
shaped the American scene. 
Jnlv's release features four 
complete half-lmur shows 

rcauv for immediate use 

— smooth, well written 
M-ripts for a variety of 
ti»i*s. 

"Milestones"' /or 
July: 

VACATION TIME. U.S.A.— 
Tips for a Happy Holiday < July 1-101 
THE GREATEST DAY OF THE 
YEAR — Independence Day 
(July 4) 

THE TRUE OLYMPIC SPIRIT-- 
Olympic Cames, Stockholm (July 15> 

THE IMPOSSIBLE TAKES 
SOMEWHAT LONCER-Atlantic 
Cable Placed Successfully (July 281 

•,Mil.»l..ll. S " is nvoilal.tc fur 

I ct.inui. rrii.l »p<m-or«llil> '['■ > ,,ur 

lurul ►Cntloim for Hi'lmls. 



1 

BROADCAST |tf||C, INC 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 



100 



SPONSOR 



from SPONSOR 

SERVICES INC. 



BOOKS 



1 ALL-MEDIA EVALUATION STUDY 

155 Pases 



$4 



This book gives you the main advantages and 
drawbacks of all major media . . . tips on when 
to use each medium . . . yardsticks for choosing 
the best possible medium for eaeh product . . . how 
top advertisers and agencies use and test media 
. . . plus hundreds of other media plans, sugges- 
tions, formulas you can put to profitable use. 



2 TV DICTIONARY/HANDBOOK 



48 Pages 



$2 



The brand-new 1955 edition contains 2200 defini- 
tions of television terms . . . 1000 more than pre- 
vious edition. Compiled by Herbert True of Notre 
Dame in conjunction with 37 other tv experts, 
TV DICTIONARY/HANDBOOK also eontains 
a separate section dealing with painting tech- 
niques, artwork, tv moving displays, slides, ete. 

3 BUYERS' GUIDE TO STATION PROGRAMMING 

$2 

The 1955 GUI DE gives you, in one handy source, 
the programing profiles of radio and tv sta- 
tions. In addition, you'll find separate directories 
of stations specializing in classical music . . . 
after-midnight .. .folk musie. . .mnsie and news... 
sports . . . religious . . . farm . . . foreign language 
. . . Mexican . . . American . . . Negro . . . film, ete. 



REPRINTS 

4 HOW DIFFERENT RATING SYSTEMS VARY IN 
THE SAME MARKET 15c 

Ward Dorrell, of John Blair (station reps), 
shows researchers ean be as far as 200% apart in 
local ratings. 



SPONSOR SERVICES 
40 East 49th St. 
New York 17, N. Y. 

11 Please send me the 
SPONSOR SERVICES 
encircled by number 
below: 



1 2 3 4 5 6 
7 8 9 10 11 12 



ORDER FORM 

Name 
Firm 
Address 
Cltv 



Zone State 



Q Enclosed is my payment of $ 
□ Send bill later. 

Quantity Prices Upon Request 



12 SERVICES TO HELP YOU 
MAKE THE MOST OF YOUR 
RADIO AND TELEVISION 
OPPORTUNITIES 



5 TIPS ON HOW TO MAKE GOOD 

TV COMMERCIALS 20c 

Aneedote-paeked article on how to get most for 
least. Aimed at beginners, but useful for vet- 
erans, too. 



6 WEEK-END RADIO 



25c 



Listener 's-per-set increases 25% on the week- 
end; out-of-home listening jumps 10'/ 

7 NEGRO RADIO HAS COME OF AGE 40c 

20 pages of facts and tips on how to use Negro 
radio successfully. 

8 HOW IS RADIO DOING IN TV MARKETS 20c 

Results of Politz Study. 

9 HOW 6 BIG SPOT CLIENTS USE RADIO 20c 

Pall Mall, Esso. Menneu, Shell, American Air- 
lines, Life. 

10 ALL-NIGHT AUTORAMA SELLS 300 CARS 

20c 

Car dealer seores by adopting eharity ' ' telethon ' ' 
idea to auto sales. 



BOUND VOLUMES 



11 VOLUME FOR YEAR 1954 



$15 



Every information-packed issue of spo.vsor for 
1954, bound in sturdy leatherette. Indexed for 
quick reference, bound volumes provide you with 
a permanent and useful guide. 



12 BINDERS 



1_$4 2— $7 



Handy binders provide the best way to keep your 
fde of sponsor intact and ready to use at all 
times. Made of hard-wearing leatherette, im- 
printed in gold, they'll make a handsome addi- 
tion to your personal reference "library." 
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yrncuse is now ranked Amer- 
ica's Best Test Market by Sales 
Management Magazine. Tlie 
ranking is authentic, because it 
is based on an audited study of 
5()o test campaigns by leading 
national advertisers over a nine- 
year period. 

By authentic standards, WSYR 
Radio and WSYK Television are 
clearly the superior broadcasting 
services in the Syracuse market. 

Rest physical facilities . . . best 
local programming services . . . 
best customer services . . . these 
important advantages give the 
WSYK Stations their distinct 
leadership in Syracuse and 
throughout the $'2 billion Central 
New York market. 



NBC 



AFFILIATES 




TV 



100 K W 
CHANNEL 3 



Represented Nationally by 
HARRINGTON, RIGHTER AND PARSONS, Inc. 



RADIO 



5 KW 
5 7 0 K C 



Represented Nationally by 
The HENRY I. CHRISTAL CO., Inc. 



SYRACUSE 



N 
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ABC mood 
expansive 



Esty protest's 
crowding 



Tv census 
out September 



Tv show race 
hotter in '55 



Hooper measures 
brand exposure 



Coverage studies 
in think stage 



HEPOIIT TO SPONSORS lor 27 Juno 1!K>.» 

(Continued front page 2) 

Will ABC one day be part of company with stake in all aspects of en- 
tertainment business? Management of American Broadcasting-Paramount 
Theatres, which has made big strides since ABC-United Paramount 
Theatres merger, has shown interest in broadening activities base by 
launching record company. AB-PT also owns 35% of giant amusement 
park in California, Disneyland, which is scheduled to open 17 July; 
and it's part owner of Microwave Inc., developer and manufacturer of 
electronic equipment and tubes. Gross time sales for 1955-56 season 
at ABC TV have passed $58,500,000 mark, way ahead of 1954 gross (PIB) 
billings of $34,500,000. 

-SR- 

Crowded condition of morning radio reflected in recent letter from 
Esty timebuyer Dick Grahl to reps. Grahl said some radio stations, 
particularly in morning time, are running competitive announcements 
with less than 30-minute intervals between them. Grahl pointed out 
it was long-standing request of agency that 30-minute gap be kept. 

-SR- 

Tv industry this fall will have first media-supported "set-census" in 
over year. With ABC, CBS, NBC television webs, TvB and NARTB paying 
tab, Advertising Research Foundation has worked out deal with U.S. 
Census to gather data in periodic updating of census figures. Check- 
up is being made in protectable sample of 25,000 U.S. homes, will 
show multi-set homes, total set count, income and geographic tv own- 
ership data. (Release target date: September.) Checkup will be 
repeated next January. Because of sample size, study won't be able 
to give advertisers most-needed timebuying guidance of all: number of 
sets in individual markets. NARTB has own tv set and circulation 
study planned to eventually fill gap (see editorial page 104). 

-SR- 

Hotter pace of network television program competition reflected in 
ARB's Top 10 list for October 1954 through May 1955 season. Last 
year's Top 10 listing, ARB Director James W. Seiler points out, 
represented 30% change from year previous but this season's list 
shows 50% turnover. "You Bet Your Life," NBC TV, emerges as number 
one Show with 50.9 ARB 8-month rating. CBS TV Jackie Gleason is No. 2 
with 50.4. "I Love Lucy," which was No. 1 last year with 63.1 season 
rating, is No. 4 with 49.0 on this season's list. Godfrey "Talent 
Scouts" and "Friends" shows, fourth and eighth respectively last 
year, aren't on this year's Top 10. ("I Love Lucy" remains No. 1 
in Nielsen for 2 weeks ending 21 May with 46.0, is also No. 1 ac- 
cording to Videodex for week of 1-7 May with 35.5.) 

-SR- 

New C. E. Hooper spot radio and tv activity information service will 
cover 9 cities: New York, Chicago, L.A. , Boston, Philadelphia, Wash- 
ington, Baltimore, Pittsburgh and San Francisco. Objective is to 
provide measurement of "total audience exposure to television and 
radio commercials on behalf of a brand" so brands can be c o mpared. 
This will be accomplished by applying rating against each commercial 
with Broadcast Advertisers Reports monitoring stations to determine 
where commercials fall. ARB is also cooperating in enterprise. 

-SR- 

Both A. C. Nielsen and SAMS are studying possibility of doing new 
coverage studies . Both measured radio and tv station coverage in 
1952 and there hasn't been study since. 
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Fee tv or free tv 

In our 16 May issue we wrote about 
fee tv as follows: "Here is an issue 
thai, in its basic implications, is more 
important than am thing that has yet 
come before the FCC. The i--ue is the 
affect of a s\ stem of fee t\ on a s)stem 
of free tv. Can the existing s)stem of 
commercial television and radio, ex- 
pressing the broadcast concepts of a 
democrat it* nation, live side by side 
with a system that is not free? Will 
advertisers be adversely affected bv the 
compel il ion for top-audience spoils 
events and entertainment features? 

Onlv six weeks have elapsed since 
we po-ed those questions. Yet in these 
weeks much has been said to provide 
the answers. Statements in print and 
forums on ibe air are educating ihe 
public. Karlv in June Ed Murrows 
Sec It iXotc provided a full-scale airing 
bv experts on both sides that did much 
to chirifv the is-ues. 

\ New ^ ork newspaper recently 
printed this statement by a spoke-man 
for Skiatron. "Toll tv is inevitable.' 

I low does sponsor feel about it? 



We are in sharp disagreement. Toll 
tv. in our opinion, is far from in- 
evitable. The first-blush enthusiasm of 
the public for a "theater with box-office 
in the home" is already changing. We 
believ e that fee tv is doomed — doomed 
by the public — unless ;ome method is 
devised that guarantees to the set ow n- 
er that fee tv will not subject him to 
constant pa) ments for programing he 
formerly received free. 

Here are some basic reasons why we 
feel fee tv will prove unacceptable. 

1. The programs that the tv view - 
er wants most are exactly the 
ones that fee tv firms want 
most. And fee tv can outbid 
free tv for them. Consequently 
the viewer must pay the bill. 

2. Despile the critics, the Ameri- 
can system of broadcasting is 
one that the whole world ad- 
mires. Neither the public nor 
the government will want to 
pit it against a money-power- 
ful competitor. 

3. The American public has 
bought 35.000,000 tv set- on 
the basis of a free system of 
programing. Without the ex- 
press preference of the Ameri- 
can public for fee tv. neither 
legislalors nor the FCC will 
break faith by adoption of a 
fee tv system. 

4. Television is widely regarded 
as the most potent advertising 
medium of all. Legislators 
especially are com inced of its 
ability. With the nation's econ- 
omy al an all-lime high much 
thought will be given lo the 
effect of a fee tv system on free 
Ivs ability to perform its ad- 
vertising function. 



Tv set count 

Here's the latest on the status of the 
tv set count, which SPONSOR considers 
one of tv's top-priority projects. 

A tv set count sponsored by the 
NAHTB is likely to be realized by next 
spring. Chairman Clair McCollough 
of the NARTB tv board, who has 
spearheaded the drive for an industry- 
set count, placed this project at the 
bead of the urgency list at last week s 
board meeting at Hot Springs. Va. 
Because of the importance of an in- 
dustry tv set count, sponsor will re- 
port progress from here on in. 

* * * 

Color acceleration 

Color television has been starting 
slow, and won't show mueh progress 
this summer, but don t be fooled. 

With ABC and CBS planning more 
^ olor programing this fall, watch for 
accelerated color sets sales among the 
lop income groups. We expect a big 
push by one or more manufacturers 

this Christmas. 

* * * 

Fall Facts Basics 

We ourselves are getting a liberal 
education in the process of editing the 
100.000 words spoken al the RTFS 
Timebuyhig and Selling Seminar into 
a 30.000-word condensation which is 
to appear in our 11 July Fall Facts 
Basics. We re calling our digest Time- 
bin ing Basics. The olher Basics, whose 
preparation is also giving us a look at 
facts we never knew before are: Radio 
Basics, Telev ision Basics. Film Basics. 

While you're waiting for Fall Facts 
Basics we suggest \ on ihink about 
w here v ou are going to keep your faet- 
paeked copy of what will probably be 
a near-300 page issue. Belter make it 
someplace v on can pul under lock and 
kev . 



Applause 



Tv's creative season 

Network initiative and network com- 
petition has resulted in a real emer- 
gence ol creative television program- 
ing 1 1 1 i — - season. The networks aie now 
v \ ing consistently with top-notch pro- 
gram- so much so thai even ihe news- 
paper columnists are c omplimentan . 

ha< h of ihe three major networks 
de-er\e- applause for il- own individ- 
ual eonlribiil ion : 

rales commendation for its 



breath of v ision and extreme courage 
in backing the big thinking of its presi- 
dent. Pal Weaver, with heavy financial 
investment. This season's NBC pro- 
graming, from the spectaculars lo the 
new // ide. Wide World, have brought 
the sense of excitement hack to I v. 

(.US is to be congratulated for the 
courageous stand it has taken on issues 
which inevitably brought it into con- 
flict with various pressure groups. Il 
is lo be complimented, too. for ils 



plans to make radical changes in its 
programing lineup for nexl fall. This 
shows a willingness to experiment and 
to accept w holchcarledlv ihe bc.-l ideas 
from whatever sources. 

ABC has been making remarkable 
strides b\ harnessing the creative po- 
tential of 1 loll) wood. But il has done 
more than to merelv build itself. It 
ha- opened up the av enue to coopera- 
tion between llollvwood and television 
for ihe whole industry. 
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, 5 YEARS OLD THIS MONTH 

And Still 
FIRST 

In Houston! 




KPRC-TV 

Channel 2 • Houilon 

Jack Harris, Vice President and General Manager 
Represented Nationally by Edward Petry & Co. 





TOP QUALITY, TOO! 

In t survey of 57 largest cities 
OIL RICH TULSA RANKS" 

Tt " in consumer spendable income 
per family ($6,666). 

Minntn percent increase «n retail 
sales since 1948. 

mil in percent increase in 
population since 1950. 

'Source: SRDS Consumer Markets 



FIVE YEAR LEAD IN VIEWING 

OVER ANY OTHER STATION IN EASTERN OKLAHOMA 



G HABITS V 




Represented By 



Edward Petry & Co., Inc. 




TULSA 



